CHICAGO 


PUBLISHED 
WEEKLY AT 537 
S.. DEARBORN ST. 


HAR. 7504 


ef 


' > Rd a ‘sek paee 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


(Trade-Mark Registered U. S. Patent Office) 


ERS 


NEW YORK 


GRAYBAR 
BUILDING, 420 
LEXINGTON AVE. 


MO. 4-1572 


Vol. II, No. 13 


CHICAGO, APRIL 4, 1931 


Five Cents a Copy—$1 a Year 


Rough Proofs 


If Ford decides to sell his cars 
f.o.b. delivered point, as reported, 
Detroit’s favorite son will deprive 
his home town of a lot of valuable 
publicity. 

* * * 


If delivered prices come to be 
generally used by automobile manu- 
facturers, the capital of motordom 
ought to apply for permission to 
register as its permanent slogan the 
words, “F. O. B. Detroit.” 


* * * 


Restaurant Management reminds 
us that “the full dinner-pail” was 
once a successful political slogan. 
To be up-to-date, it would have to be 
changed to “the full gasoline-tank.” 


* * * 


In its series featuring radio dis- 
tortion, Philco seems to be just a bit 
previous. Why not save this swell 
copy idea for advertisements of 
Philco television sets in, say, 1933? 


* * * 


The American Dental Association 
seems to have overlooked an idea for 
some striking art in its new emblem, 
which is available for the use of 
advertisers. A design featuring a 
pair of dental plates, a pneumatic 
drill and a gas tank ought to make 
a big hit. 

* ” a 


Randolph Branner had been wor- 
rying about his golf game until he 
glimpsed that ADVERTISING AGE 
head-line, “Auto Dealers Do Well 
With Golf Tools.” Now he is all 
ready to switch to automobiles if he 
can find the agency for one which 
includes a good line of golf clubs. 


* * * 


Publishers don’t like the idea of 
having to debate the propriety of 
copy which refers disparagingly to 
the esteemed competitors. They’d 
much rather leave editing to the 
editors. 


* * * 


“And now—” is badly overworked 
as an advertising head-line, says 
William A. Thomson, of the A. N. 
P. A. But how about the caption 
writers for the news pictures, who 
iterate and reiterate, after identify- 
ing the hero or the heroine, “While 
So-and-So looks on”? 


* * * 


After May 27 the Prince Albert 
smoking tobacco account is to be 
handled by a new advertising 
agency. Does the old jimmy pipe go 
along with the advertising account? 


* * * 


Grover Whalen was quoted in Ap- 
VERTISING AGE as saying that the 
Ivory Soap trade-mark is worth 
$5,000,000. If Mr. Whalen can buy 
it for that, he can make a quick 
turn and a handsome profit. 


* * * 


It took John C. Bonning just two 
months to find a guy who followed 
the suggestion to give his girl a box 
of Johnston’s chocolates, so he could 
possess that “perfect fulfillment of 
Valentine sentiment”—an auto- 
graphed photograph of Rudy Vallee, 
so he wants to know if anyone else 
discovered a member of this “rub- 
ber-spined species.” 

Was I mistaken, after all, in 
thinking that nobody was jealous of 
the pride of New Haven? 

Copy Cus. 


MACFADDEN BUYS 
LIBERTY’, SELLS 
‘DETROIT DAILY 


Owners Return to Their Origi- 
nal Fields 


New York, April 2—The sale of 
Liberty, owned by the Chicago Trib- 
une, to Macfadden Publications, Inc., 


Bernarr Macfadden 


was announced here yesterday. At 
the same time Col. R. R. McCor- 
mick and Capt. J. M. Patterson, 
owners of the Tribune, purchased 
from Macfadden Publications the 
Detroit Daily, a tabloid newspaper. 

A joint statement issued by at- 
torneys for the two principals said 
that “the new owners of the De- 
troit Daily intend to publish the 
newspaper along the lines which 
have given the News, New York’s 
picture newspaper, also published 
by them, the largest circulation of 
any newspaper in the United States. 

“The new publishers of Liberty 
will continue the identical editorial 
policies of that magazine, which 
have given it the largest single copy 
sale of any magazine in the country. 
The new owners of the respective 
publications assume control on April 
t, 2061," 


Mutual Benefit Seen 


The double deal allows Messrs. 
McCormick and Patterson to devote 
their energies to the newspaper 
field, in which they have scored their 
greatest successes. At the same time, 
it gives another important magazine 
to Macfadden Publications, Inc., 
which, in spite of its newspaper 
holdings, is primarily a magazine 
enterprise. 

The Macfadden papers now line 
up as follows: In the magazine 
field, True Story, Physical Culture, 
True Romances, True Detective 
Mysteries, True Experiences, Dream 
World, Master Detective, The Ring, 
and Liberty. 

The newspapers published by the 
organization are the New York Eve- 
ning Graphic and the Philadelphia 
Daily News, which are tabloids, the 
New Haven Times and Lansing 
(Mich.) Capital News, standard 
size newspapers, and three small 
dailies in Michigan. 

Physical Culture was the first 
magazine established by Bernarr 
Macfadden. It saw the light of day 
in St. Louis in 1898, but later was 

(Continued on Page 14) 


Announcement that the annual 
convention of the American Asso- 
ciation of Advertising Agencies will 
be held at Washington, D. C., April 
30 and May 1 was made at the an- 
nual meeting of the Western Coun- 
cil of the Four A’s in Chicago this 
week. The radio situtation, de- 
scribed as extremely complicated as 
it stands, will be discussed at a 
closed meeting the morning of April 
30. Newspapers will provide the 
topic for an open afternoon session, 
while a general meeting will be held 
May 1. 

The Western Council re-elected 
John H. Dunham, of the Dunham- 
Younggreen-Lesan Company, Chi- 
cago, as chairman; D. D. Warner, 
of the Mason Warner Company, Chi- 
cago, as secretary; and elected F. 
G. Cramer, of the Cramer-Krasselt 
Company, Milwaukee, as vice-chair- 


man. 

Albert W. Scherer, Lord & Thomas 
and Logan, and L. R. Northrup, of 
Batten, Barton, Durstine & Osborn, 
were elected governors. 

Re-elected governors are J. D. 
Woolf, J. Walter Thompson Com- 
pany, and C. C. Fogarty, Matteson- 
Fogarty-Jordan Co. 

Concern was expressed over the 
newspaper rate situation, described 
as “worse than ever.” The further 
growth of combination rates- was 
viewed with alarm. 

In one of the feature talks of the 
meeting, H. O. Morris, of the Mc- 
Junkin Advertising Company, Chi- 
cago, described six suggestions initi- 
ated by the New York group of the 
Four A’s, which he said also repre- 
sent the opinion of the Western 
Council. 


Some of Recommendations 


These recommendations provide 
for issuance of a list of recognized 
agencies by the National Associa- 
tion of Broadcasters, payment to 
agencies of a commission on talent, 
abolition of dual rates, elimination 
of the extra charge for handling re- 
cordings, where it now exists, insti- 
tution of a uniform cash discount of 
2 per cent to recognized agents, and 
creation of special sales representa- 


Hope to Untangle 
Radio Situation at 
Four A’s Convention 


tives for groups of non-competing 
radio stations. 

Mr. Morris said the early days of 
radio offered an opportunity to 
someone who could bring the station 
and the buyer together, the result 
being that the “time broker” staked 
his claim to 15 per cent, in addi- 
tion to the same commission paid 
the agency. 


“Because of the 30 per cent differ- 
ential between gross and net station 
income,” said Mr. Morris, “dual 
rates made their appearance, thus 
presenting the old newspaper con- 
flict in a new dress. 

“To this situation may be added 
the stations’ problem of income for 
acceptance of chain programs 
against the allurement of the more 
lucrative local spot broadcast. 


Proposed Changes 


“Radio stations have expenses to 
meet, and so, as far as possible 
while still holding its audience, the 
radio station has leaned toward spot 
programs, with the result that com- 
plete network programs have be- 
come increasingly difficult to estab- 
lish. 

“Consequently, recorded programs, 
which are more and more success- 
ful, will doubtless be used both in 
substitution for and in completion 
of broken chain networks despite 
some apparent difficulties in their 
practical application. 

“These are but scant mention of 
some of the growing pains of this 
new medium. Radio joined the 
media family with an all too notice- 
able abnormality of the pituitary 
gland. It scarcely knew swaddling 
clothes, and there seems to be no 
ready-to-wear suit fitted to its ma- 
turing stature.” 

Here is the code of the New York 
group, with which the Western 
Council concurs: 

1. The Group believes that the 
commercial committee of the Na- 
tional Association of Broadcasters 
should build up a list of recognized 
agencies, to be adhered to by all 


(Continued on Page 10) 


Conn. 


years’ service. 


pany. 


agencies. . 


Last Minute News Flashes 


Substantial Berth for E. D. Copeland 


Boston, Mass., April 2—E. D. Copeland, who recently left the Gillette 
Safety Razor Company after many years as advertising manager, has 
become general sales manager of the Seth Thomas Clock Co., Thomaston, 


J. J. McClellan has resigned as sales manager of Gillette, after 12 


Canada Dry Protects Dealers on New Price 
New York, April 3—In using the largest advertising campaign in its 
history to announce lower prices, Canada Dry Ginger Ale, Inc., announced 
protection of dealers on stocks on hand by a special deal. 
The schedule for April and May calls for 1,000,000 lines in newspapers 
and four color spreads in the Saturday Evening Post and Collier's. 


Wrigley Account to J. Walter Thompson 


The entire advertising account of the William Wrigley, Jr., Company 
has been placed with the Chicago office of the J. Walter Thompson Com- 
Heretofore, the account has been serviced by several different 


DEATH TAKES 
ROCKNE FROM 
HIS NEW POST 


Other Sales Experts Victims 
of Crash 


Hoffman’s Tribute 
to “Buoyant Rockne” 


the a 
feo 


Viking Passes 


South Bend, Ind., April 2—“Stu- 
debaker has relied upon Knute 
Rockne for three years to enthuse 
and inspire its selling forces,’ Paul 
G. Hoffman, vice-president in charge 
of sales for the Studebaker Corpo- 
ration, told Advertising Age. 

“Every Studebaker man will tes- 
tify that he has handled his assign- 
ment superbly. The buoyant, driv- 
ing Rockne personality proved itself 
as effective in the business field as 
it was on the gridiron.” 


A heavy toll of advertising and 
sales genius was taken March 31, 
when a Transcontinental Air Trans- 
port-Western Air Express airplane 
crashed in a field near Bazaar, Kan. 

In the death list of eight were the 
incomparable Knute Rockne, Notre 
Dame football coach and sales pro- 
motion manager of the Studebaker 
Corporation of America; Spencer 
Goldthwaite, executive of the Carter 
Advertising Agency, New York, en 
route to Pasadena, Cal., to visit his 
parents; W. B. Miller, superinten- 
dent of the group division, Aetna 
Insurance Co., Hartford, Conn., and 
John H. Happer, comptroller of the 
Wilson Western Sporting Goods Co., 
Chicago. 

All were bound for the Pacific 
Coast. Mr. Miller directed sales of 
group insurance throughout the 
country for Aetna, and his duties 
indicated a visit to California. 

Mr. Happer was bound for Los 
Angeles to open a new Wilson- 
Western branch. In this mission, he 
was to have been assisted by Rockne, 
who was scheduled to deliver the 
chief address at a banquet and 
otherwise lend a helping hand. 

Mr. Goldthwaite was 26 years old. 
He wired the Carter Advertising 
Agency from Kansas City as fol- 
lows: 


“Forced down by poor weather 
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conditions, but taking off again. 
Rockne with us.” 


Work with Studebaker 


Mr. Rockne was closely associated 
with the Studebaker Corporation for 
three years. Only recently he made 
a swing around the country address- 
ing Studebaker dealers, and both 
the retailers and the company were 
so enthusiastic over the results that 
Rockne was induced to accept the 
post of sales promotion manager, a 
place on the Studebaker payroll and 
a desk in the general offices. 


It was understood he would be al- 
lowed to fill engagements previously 
made, of which the Wilson-Western 
opening was one. In addition, 
Rockne was to have made a short 
talking film at Hollywood. 

Rockne appeared in one of the 
first advertising talkies ever made. 
The film, sponsored by Studebaker, 
was issued about three years ago. 
It showed, among other features, 
Rockne addressing his team. 

Mr. Rockne spent the day of 
March 30 in Chicago, where, under 
the supervision of officers of the 
Roche Advertising Company, han- 
dling the Studebaker account, he 
made a phonograph record for the 
use of Studebaker dealers and sales- 
men. This record will never be used 
as it was originally intended. 

Rockne wrote all of his own ma- 
terial, and both the agency and Stu- 
debaker carefully refrained from 
editing it beyond making minor sug- 
gestions. 


Used Football Idea 


Before leaving South Bend for his 
projected trip to Los Angeles, Rockne 
launched the first of his sales pro- 
motion operations. He intended to 
use the football analogy in the au- 
tomobile field by forming a “team” 
of dealers. Like his gigantic foot- 
ball squads at Notre Dame, there 
was to be no minimum number on 
this team. 

He sent out several hundred let- 
ters to dealers notifying them of his 
plans and before leaving South 
Bend, received about 120 responses 
from retailers who were enthusias- 
tic about his idea and wanted to 
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STYLE LABORATORY IN ACTION 


STETION STYLE LABORATORY —BRIM SURVEY FOR SARING /93/ 
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Figures compiled by the John B. Stetson Company, Phila- 


‘delphia, on which advertising, 
based. 


sales effort and production are 


enroll themselves as candidates on 
his “squad.” 

Mr. Rockne went direct from the 
Roche offices to his train, accom- 
panied by Miner F. Williamson, sec- 
retary of the agency. En route, he 
commented about the way space has 
dwindled in the face of the airplane 
and other modern inventions. He 
arrived safely in Kansas City the 
following morning, taking the ill- 
fated plane out of Kansas City. 

Like most men with the sales 
spark, Rockne was a good buyer and 
fair game for anyone with some- 


thing to sell. He was in a particu- 


interest. 


@ The Advance Guard 
Half A Million Strong 


The advance guard is that highly selective 
group whose acceptance of a product will 
warrant it a stable and increasing market. 


They are affluent families, community 
and business leaders, intelligent and un- 
prejudiced. They are the thinking people 
who have responded to the distinctive 
appeal of the Big Four. 


The Big Four blanket the advance guard 
with half a million circulation. Read for 
content, not as time passers, these maga- 
zines give advertisers an exceptional reader 


Those advertisers who use color to gain 
penetration will enjoy the discount which 
unit management makes possible. 


NEGLIGIBLE DUPLICATION 


heBiAGroup 
in the Quality Field 


Golden Book World's Work 


55 FIFTH AVENUE, NEW YORK 


Review of Reviews 


larly bad spot at Notre Dame, where 
this trait was well known and where 
a host of youngsters work their way 
through school by selling various 
commodities. It is asserted that no 
small percentage of the Rockne sal- 
ary went for merchandise for which 
he had no special need, because of 
his inability to resist any salesman, 
particularly one attending the school 
where he gained renown. 


Psychology Student 


Also like most successful sales- 
men, Rockne was a master of psy- 
chology. One of his early victories 
at Notre Dame was won by opening 
fake telegrams in the dressing room 
between halves, the envelopes pur- 
porting to contain wires from his 
sick son, urging the team to win. 

An interesting example of Rockne’s 
power to sway men was given by 
Ralph Cannon in the Chicago Daily 
News. Mr. Cannon wrote: 

“At a banquet he once was called 
on to fill in for a speaker who had 
failed to appear. He got up in an 
apologetic manner, explaining that he 
didn’t have any idea what he might 
say to fill in the time. He said that 
people often asked him what he said 
to his team between the halves of a 
close game. He said he might try 
to explain what it was like. 

“Then graduaily he began to work 
into the atmosphere of the dressing 
room with its fumes of liniment and 
sweat. ‘We are going out there and 
fight—FIGHT!’ he began solemnly. 
Then he began weaving his magic 
spell. 

“The whole audience felt the pull 
of the situation; the whiff of the 
liniment and sweaty jerseys came to 
their nostrils; their pulses whipped 
up with the excitement. 

“Steadily Rockne went on, like an 
orator, creeping up on his climax. 
The listeners leaned forward in their 
chairs, hynotized, breathless. At 
last he polished off for the final soar, 
winding up dramatically: ‘Now, we 
are going out there to fight. ... 
FIGHT, and win.’ And then he de- 
manded heroically, “Are you WITH 
me?’ 

“And en masse the whole banquet 
room arose and shouted as one 
man: ‘Yes!’ 

“Then the listeners looked at each 
other sheepishly and slipped back 
into their chairs with much scuffling 
and confusion, realizing how they 
had lost themselves in his magnetic 
personality.” 


Or as Jimmy Corcoran quoted him 
in the Chicago Evening American: 


“To hell with the guy who'll die 


for old Notre Dame. I want men 
who’ll fight to keep alive.” 

Writing in the Chicago Tribune, 
Harvey Woodruff told why Rockne 
would have made a great sales man- 
ager: 

“One of the most remarkable fea- 
tures of his career was the wonder- 
ful loyalty of his players, both in 
their football prowess and to the 
man personally. And we look back 
to find the reason. It was, in part, 
because of a corresponding loyalty 
on the part of Rockne toward his 
players, present and past. He gave 
as much as he received. 

“Rockne would brook no criticism 
he considered unmerited of his pu- 
pils, past or present.” 

Rockne was only 43 years old. 


General Foods 
and Kelvinator 
in Big Tie-Up 


Detroit, Mich., April 2—Through 

the agency of the Kelvinator Home 
Economics Department, a national 
co-operative plan for field activities 
with General Foods Corporation has 
been effected. 
+ General Foods will co-operate 
whenever possible by using Kelvina- 
tor on the platform in their cook- 
ing schools. At least one chilled or 
frozen dish will be made, using Gen- 
eral Food products, and a Kelvina- 
tor representative will be allowed 
15 minutes to talk on Kelvinator 
features. 

General Foods will also co-oper- 
ate with Kelvinator dealers, giving 
exclusive refrigeration demonstra- 
tions under the auspices of the Kel- 
vinator dealer. These demonstra- 
tions will be made, preferably, in 
the Kelvinator showroom, and will 
be given by the General Foods field 
representative in the territory. The 
two companies will co-operate in ad- 
vertising and publicity. 

General Foods Corporation manu- 
factures about 50 widely advertised 
food products. The Educational De- 
partment maintains a field force of 
18 trained home economic experts 
who will co-operate with Kelvinator 
along the lines indicated. 


John Sullivan 
N. Y. Publisher, 
Lays Down Pen 


New York, April 2—John A. Sulli- 
van, one-time sales manager of the 
American Tobacco Company, and 
more recently president of the 
Bronx Home News Publishing Com- 
pany and O’Flaherty’s Electrotypists 
and Stereotypists, died at his home 
at Essex Falls, N. Y., March 31 after 
a brief illness of heart trouble. 

On the death in 1917 of James 
O’Flaherty, Sr., Mr. Sullivan was 
made president of O’Flaherty’s New 
York Suburban List and the electro- 
type company, and later of the Bronx 
Home News Publishing Company. 
James O’Flaherty, Jr., is the pub- 
lisher and editor of The Bronx Home 
News. 

Mr. Sullivan was born in Brooklyn 
January 1, 1874. He was educated in 
the public schools there. After mov- 
ing to Essex Falls Mr. Sullivan took 
an active interest in civic affairs. He 
was for a time a member of the 
Board of Education and six years 
ago was elected to the Town Coun- 
cil, on which he served until his 
death. 

Mr. Sullivan was a member of the 
Advertising Club of New York and 
the Winter and Summer Advertising 
Golf League, among other numerous 
organizations. 


Kentucky Sales Tax 
Held Unconstitutional 


The Kentucky Court of Appeals 
has held the gross sales tax uncon- 
stitutional, reversing the Franklin 
Circuit Court. 

The suit was brought by Forrest 
Moore. The court stated that “a rep- 
resentative of the class of taxpayers 
which will have to bear the burden 
of this tax should be made a party 
to the suit.” 


April 4, 1931 


TAKES NEW ROLE 


Henry G. Gomperts 


Mr. Gomperts has become gen- 
eral advertising and promotion 
manager of the American Institute 
of Finance, Boston, one of the 
largest investment advisory serv- 
ices in the country. 

He will assume his new duties 
April 15 after a vacation in the 
South. 


WRIGLEY TO BUY 
SOUTHS COTTON 


After successful experiments in 
the Canadian wheat belt, William 
Wrigley, Jr., head of the Chicago 
chewing gum company of that name, 
announced that good will and sales 
would be built in the South by ac- 
cepting cotton in exchange for mer- 
chandise. 


Every dollar derived from South- 
ern sales from April 1 to December 
1 will be used to purchase cotton. 
The plan will involve about 200,000 
bales, it is believed. While this is a 
small percentage of the total crop, 
it will indicate the company’s inter- 
est in and sympathy with the South. 

“We are merely offering to share 
the troubles of the South,” Mr. 
Wrigley said. 

“We offered 18 years ago to buy 
cotton in exchange for our products 
in the South when it was seHing for 
around 5 cents a pound. We believe 


that cotton at less than 12 cents a 


pound is a good buy for holding, and 
are therefore willing to take up to 
100 million pounds on that basis.” 


Wholesalers are supplied with 
Wrigley Cotton Fund certificates, 
indicating that an amount of cotton 
has been purchased by the fund 
equal to receipts from retailers or 
jobbers. If money is sent to any 
Southern bank or to Chicago from 
Dixie purchasers, it also will be used 
in whole to buy cotton on the New 
Orleans or New York exchanges. 


“We'll hold this cotton in future 
delivery contracts or accept it for 
storage, and will hold it until it 
brings a fair price,” declared Mr. 
Wrigley. “Today’s price is not a 
fair one.” 


Charter Member of 
A. N. P. A. Is Dead 


Jerome C. Briggs. the last founder 
of the American Newspaper Pub- 
lishers Association, died in Nashua, 
N. H., last week. 

The other three men who attend- 
ed the initial meeting in 1886 were 
Milton A. McRae, W. H. Brearley, 
of the Detroit News, and J. Am- 
brose Butler, of the Buffalo News. 


Otto Promoted 


Robert H. Otto, account executive 
of Jordan Advertising Abroad, New 
Yori, has been elected a vice-presi- 
dent of the agency. 


Exposition for St. Louis 

The Mississippi Valley Industrial 
Exposition of Progress will be held 
at St. Louis May 1-10. Charles E. 
Williams is president. 
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MAP OF SOGIA 
PRESSURE AREAS 
YOUNG PROJECT 


Agency Vice-President Tells of 
New Work 


To blaze a trail in practical ad- 
vertising education is the ambition 
of James W. Young, newly ap- 
pointed professor of advertising at 
the University of Chicago, who out- 
lined his radical teaching methods 
before the Western Council of the 
American Association of Advertis- 
ing Agencies in Chicago, April 1. 

In order to make his educational 
experiments, Mr. Young’ has with- 
drawn from active duty in the Chi- 
cago office of the J. Walter Thomp- 
son Company, although he remains 
a vice-president. This action, com- 
ing at the height of a distinguished 
career and many years before the 
time usually set for the lightening 
of business burdens, and bespeaking 
Mr. Young’s interest in testing his 
ideas, has attracted the attention 
of advertising men throughout the 
country. 

Incidentally, Mr. Young has the 
distinction of being the only mem- 
ber of the faculty who does not 
boast a high school and university 
education. When 12 years old he 
began work with the Methodist Book 
Concern, Cincinnati, where he re- 
mained long enough to become ad- 
vertising manager. 


Rising to Eminence 


Later he sold business books by 
mail for the Ronald Press, New 
York, and for a short time had 
charge of the mail sales depart- 
ment of System. He joined the J. 
Walter Thompson Company 19 
years ago as a copy writer in the 
Cincinnati office, becoming manager 
a year later. 

Vice-president in charge of pro- 
duction in the New York office in 
1917 and co-manager of the Chicago 
office in 1918 were his next two pro- 
motions. For the past three years 
he has been busy on the foreign ex- 
pansion program of the J. Walter 
Thompson Company. In this time 
he has spent 14 months abroad, cir- 
cling the globe while establishing 
branch offices in many countries. 

Mr. Young believes universities 
should offer three kinds of adver- 
tising education: one for young men 
and women who are preparing to 
enter advertising as a profession, 
one for mature advertising practi- 
tioners and another for students of 
business administration who desire 
a well rounded background. Ex- 
plaining his method for the first. 
he said: 

“First of all, I do not want to be 
misunderstood. The fact that I am 
introducing changes means simply 
that I am making an experiment 
and not that I am condemning other 
methods. 


Neglected Essentials 


“In many years experience in 
judging the work of beginners in 
advertising, it has semed to me 
that they do not know where to be- 
gin to think, how to recognize ele- 
ments in the advertising problem, 
how to appraise those elements and 
to put them together. 

“They do know a great deal about 
mechanical technique, typography, 
printing processes, plate making, 
the cost of space in big circulation 
publications, closing dates, etc., and 
they do have the patter of adver- 
tising at their tongue’s end. All of 
this is unimportant without a 
foundation of initiative born of 
knowledge of how to analyze adver- 
tising problems. 

“Believing that principles can be 
learned on relatively simple adver- 
tising jobs in a small market, I 
propose to make advertising educa- 
tion practical by making it real. 


ADVERTISING AGE 


FINDS NEW FACTOR 


James W. Young 


functioning as an advertising agent 
in charge of one or more accounts 
of advertisers who use school publi- 
cations. His work is graded on the 
results he produces for his clients. 

“The market is the campus, which, 
with the student body, faculty mem- 
bers and their families, has a pop- 
ulation larger than many towns. It 
has geographical definition, trading 
centers, and other features of a dis- 
tinct market, including social co- 
hesion—a somewhat neglected fac- 
tor. The mediums available include 
a daily paper, several monthly 
magazines, direct mail and posters. 


The First Problem 


“If a man can produce advertising 
that will sell the services of the 
college pants presser in this market, 
it is likely that he will know how 
to set about preparing a campaign 
to sell another service or commod- 
ity to other classes of consumers.” 

Mr. Young is also considering 
offering the services of his student 
account executives to national ad- 
vertisers who might be interested in 
selling the University of Chicago 
campus market. 

Mr. Young has an entirely differ- 
ent plan for his adult class of prac- 
ticing advertisers. He describes it 
as the exploration and mapping of 
social pressure areas. 

“Social pressure,” said Mr. 
Young, “is a force within a given 
group of people which tends to make 
them adopt the same standards of 
conduct. For example, up to ten 
years ago in this country, social 
pressure kept women from smoking 
cigarettes. Today, in many groups 
social pressure forces women to 
smoke cigarettes. 

“Everyone is a member of a great 
variety of groups, each of which 
subjects him to different kinds of 
social pressure. My class will study 
these forces and discuss methods of 
applying the resulting information 
to advertising procedure.” 

Mr. Young thinks that the popu- 
lar methods of teaching advertising, 
based on the study of successful 
campaigns, do very well for students 
of business administration. He de- 
scribes this kind of instruction as “a 
course in advertising appreciation.” 


Name Porter-Eastman 

The Schoenhofen Company, Chi- 
cago, manufacturer of Edelweiss, 
Green River and Haddon Hall bev- 
erages, has placed its account with 
the Porter-Eastman Company, of 
that city. 

Newspapers, outdoor and maga- 
zine advertising will be used. 


Market New Razor 


to Women Only 

The Curvfit Sales Corp., New 

York, has nominated the Arthur 
Hirshon Company as its agency. 

Magazines and newspapers will 

be used to popularize the Curvfit 
razor and accessories for women. 


Use Radio in Test 
Emil Brisacher & Staff, Los An- 
geles, are using the radio in a test 
campaign for the King Kelly Mar- 
malade Co., Garden Grove, Cal., a 


“Each member of the class is 


new account. 


No. 56 of a Serie 


With Your Permission 


Mr. Roy Howard! 


For years there 
has been a rumor around that Mr. 
Roy Howard was a man of ideas. 
We neither believed it nor disbe- 
lieved it; we simply listened to it. 

lf we recognize now that there 
was something to the rumor, it 
isn't only because his paper The 
New York Telegram bought the 
World; it is also because of some- 
thing he said on the stand before 
Referee Foley when the deal was 
being considered. 

“What was the circulation of 
The Telegram when you bought 
it?” he was asked. 

“187,000,” he replied. 

“And today?” 

“About 231,000, but it is 4 


circulation entirely different from 


what we bought. Of the original 


187,000 readers not more than 
20,000 or 30,000 remain, due 
to the entire change in make-up 
and editorial content and objec- 
tives. In reality it represents a cir- 
culation gain of nearly 200,000.” 


Now, that is a point which we 
have always been aware of in 
Scribner's circulation, but have 
been hesitant to state. It is the 
sort of thing which is hard to ex- 
plain. If you will recall a recent 
advertisement of ours here, you 
will know the results of a com- 
pilation of the prize winners in 
our reader contests based on the 
$5,000 long stories. That compi- 
lation showed the average age 
of the winners to be under 30. 
Several of the winners were 
under 20. 

In short, Scribner's has been 
steadily tapping a new audience. 
The vigor and new strength of 
the Magazine has made that in- 
evitable—Life changes and mage- 
zines must change with it. Such a 
change alienates the old audi- 
ence and eventually attracts the 
new and younger. 

In that case a circulation may 
be at a standstill so far as figures 
show and in reality may be gain- 
ing new readers by the thou- 
sands. After all the vitality of a 
magazine is revealed by what is 
going on underneath. If there is 


life and strength and bustling ac- 
tivity there, the magazine is in a 
healthy state. When it is attract- 
ing the newer reader and holding 
him, it is building that mighty for- 
tress of editorial influence and 
advertising pull which is at once 
the joy and reason for magazine 
publication. 

When this new audience is 
gained without bargain offer, 
without ruse or beseechment, it 
is all the stronger and more 
healthy. The size of circulation 
isn't the whole story: it is the 
eagerness, the ‘wantingness, of 
that circulation which means 
something. The younger readers 
are wanting Scribner's in increas- 
ing numbers: and they are want- 
ing it enough to pay full prices 
for it. 

To change metaphors, Scrib- 
ner’s hasn't the largest circulation 
in the world but every unit of it 
is hitting on all cylinders. It is a 
bedrock circulation of readers 
who can buy if you have some- 
thing worthwhile to sell them 
and the ingenuity to make them 
want it. 


CRIBNER'S f 


Client’s Failure 
Forces McGuckin 


into Suspension 


Philadelphia, Pa., April 2— 
Eugene McGuckin, trading as the 
Eugene McGuckin Company, adver- 
tising agency, has suspended busi- 
ness, largely as the result of the 
failure of clients, of whom the 
Sonora Phonograph Company was 
one, 

Reber, Granger & Montgomery, 
law firm handling the agency’s af- 
fairs, reports liabilities of about 
$250,000 including a preferred bank 
claim of $120,000. Creditors of about 
$65,000 have agreed to postpone 
their claims until all other creditors 
are paid in full. Others are being 
asked to give an extension of one 
year. 

The attorneys said in part: 

“The unsecured creditors are prin- 
cipally newspapers, business papers 
and producing organizations, such 
as printers, engravers and photog- 
raphers. The totals of all general 
creditors is about $65,000. 

“It is believed that Mr. McGuck- 
in’s experience, ability and connec- 
tions will enable him, when business 
revives, again to re-establish him- 
self. In the meantime, he is com- 


pelled to ask for an extension of 


one year, within which time he be- 
lieves he can meet all obligations in 
full.” 

The American Newspaper Pub- 
lishers Association will indicate a 
person to sell property and assist 
in settling the business without re- 
course to legal procedure. 


Pick New Governors 


Clifford R. Fox, of the Cincinnati 
Post, and Curtis Van DeMark, of the 
Health-O Company, have been 
elected governors of the Advertisers’ 
Club of Cincinnati. 

They succeed William F. Maynard 
and Lawson Wiggins, resigned. 


Jersey Publisher Dead 


William H. Van Wart, publisher 
of Caldwell (N. J.) Progress, a 
weekly paper, died in that city on 
March 29. He was 74 years old. 

It was through Mr. Van Wart’s 
efforts that the Grover Cleveland 
Birthplace Association was formed 
in 1913 to acquire the Caldwell home 
of the former president. 


Frank Floyd Dies 


Frank Floyd, executive secretary 
of the National Paper Trade Asso- 
ciation, New York, jobbers’ organ- 
ization, died in Indianapolis last 
week, following an operation. 

Before joining the organization, 
Mr. Floyd was connected with the 


‘Crescent Paper Co., Indianapolis. 


New York Names 
Slate for Election 


The nominating committee of the 
Advertising Club of New York has 
nominated Charles E. Murphy to 


—— himself as president of the 
club. 
Other nominations: For  vice- 


president, Oliver B. Merrill, eastern 
manager, The American Boy; for 
treasurer, John A. Wilkens, Charles 
Francis Press; directors, H. B. Le- 
Quatte, Churchill-Hall, Inc.; Grover 
A. Whalen, and Frank J. Reynolds, 
president of Albert Frank & Co. 

Mr. Reynolds’ is the only new 
name. 


Is Western Manager 


Frank A. Maxwell has become 
Western manager of Ray G. Max- 
well & Co., representatives of the 
Butterick Quarterly, National Aero- 
nautic Magazine, Radio Digest and 
other papers. 


Start New Weekly 


The Sugar House Advocate is a 
new paper to be published at Salt 
Lake City. Among those interested 
is W. F. Anderson, former advertis- 
ing manager of the Salt Lake Times. 


Two More in Canada 


The Joseph Dixon Crucible Co., 
Jersey City, and the S. T. Johnson 
Co. (oil burners) are the latest to 
announce plans for Canadian plants. 
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Selling Through Public Utilities 


The success of public utilities, in- 
cluding electrical and gas com- 
panies, in merchandising appliances 
requiring use of their service, has 
resulted in many manufacturers 
tying up pretty closely with them 
during the past few years. The 
plan has been generally successful, 
because the utility company has a 
double interest in the business—the 
profit in the sale, and the constant 
profit resulting from the added load. 


The activities of public utilities in 
this field have not met with the sup- 
port of the retail merchants han- 
dling appliances, however, because 
in most instances they have felt 
that the service company has an 
unfair advantage. That is, it can 
afford to sell the product at a nar- 
row margin of profit, or none at 
all, for the sake of adding a cur- 
rent-consuming appliance to their 
line. It has even been pointed out 
by experts that the electric com- 
panies, for instance, could afford to 
purchase and install electric ranges 
for their customers without charge, 
because the resultant revenue from 
their operation would show a hand- 
some profit on the investment. 


As long as the opposition of re- 
tailers to public utility merchandis- 
ing activities consisted only in 
adopting resolutions at trade con- 
ventions, the result was not espe- 
cially important to the manufac- 
turers, except as it indicated possi- 
ble loss of good-will; but of late 
the situation has developed danger- 
ously in the form of legislation 
either restricting or prohibiting this 


sort of activity. Just how far this 
will go is uncertain, of course, but it 
is something for appliance manu- 
facturers to think about. 


The so-called power trust has been 
getting into the papers a lot of late, 
and regulation may even become a 
national issue. Politicians have 
found that there there is a certain 
appeal of value in attacking utilities, 
and that is why both in state legis- 
latures and at Washington there 
will be many anxious to show that 
they are not dominated by utility 
interests. 


Independent retailers have not 
been eliminated from the merchan- 
dising picture by utility activities, 
by any means, but they have un- 
doubtedly felt that they could not 
compete satisfactorily with the 
stores of the electric light and gas 
companies. Manufacturers selling 
through both channels might well 
consider the probable trend of de- 
velopments, and provide at least an 
anchor to windward for the future 
in the form of more aggressive co- 
operation with the retail merchants 
handling their lines. 


On the other hand, the utilities, 
whose chief interest lies in getting 
more users of appliances, could like- 
wise work to advantage with the 
retailers, instead of trying to get 
the lion’s share of the business. Di- 
rect sales co-operation with them, 
along the line of the national co- 
operation extended by the N. E. L. 
A. to the electric refrigerator indus- 
try, might solve the problem for all 
concerned. 


The Power That Was Rockne 


The dynamic personality of Knute 
K. Rockne was just as successful in 
merchandising as in building cham- 
pionship football teams. As Paul 
Hoffman, vice-president of the 
Studebaker Corporation, wired Ap- 
VERTISING AGE the day Rockne per- 
ished in an airplane disaster, the 
enthusiasm and personality of the 
man were just as effective in his 
business efforts as on the football 
field. 


Because Rockne was actively in 
the merchandising picture, and had 
lent his genius to a number of man- 
ufacturers, it is worth while to stop 
and ask just what he had to give 
that business needs so much. 


Wasn’t it the ability to feel in- 
tensely, to develop genuine, sincere 
enthusiasm, to project determination 
in a way that took hold of all who 
came in contact with his voice and 
personality? In other words, didn’t 
he succeed in arousing real emotion 
—the kind of feeling that penetrates 
through and through, and gives the 
man who has the experience some- 
thing new to hold to? 


“Inspiration” is a much over- 
worked word, and yet that was the 
quality which Rockne possessed. He 
had it in him to inspire, because in 
addition to possessing a flaming in- 


tensity of purpose, he had the ex- 
ceptional ability to transmit his 
determination, his complete devotion 
to a single objective, in a way that 
gave the same feeling to others. 


One of the weaknesses of modern 
merchandising is that it has laid so 
much emphasis on technique, on 
planning, that it has created a great 
deal of empty ballyhoo. So much 
artificial pep and hurrah stuff is 
handed out to salesmen and mer- 
chants by eager promotion experts 
that in many cases the effect is 
worse than zero, in that it creates 
a negation of the very ideas which 
the manufacturer is endeavoring to 
put over. 


Knute Rockne not only gave the 
effect of tremendous sincerity, he 
was sincere. He did not undertake 
any sales promotion task into which 
he could not throw himself heart and 
soul, just as he threw himself into 
the task of welding an unbeatable 
eleven from a group of splendid 
young chaps who, after all, were 
very much like their competitors 
elsewhere. 


Is it asking too much to expect 
those directing merchandising to add 
the vital human touch which much 
of the “mass selling” material o: 
today so sadly lacks? . 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


236. The New Mode in Printed 
Selling. 

This 32-page booklet is one of the 
first to be printed in colors in sheet- 
fed gravure. It is full of interest- 
ing examples of the use of this new 
process, showing it both in two col- 
ors and in more elaborate color 
printing, some carrying the full 
effect of four-color process printing. 
There is an indication of new possi- 
bilities for effectiveness and economy 
in color printing in many of the re- 
productions. Published by The Sea- 
man Paper Company, Chicago. 


233. “Time” for Concentration. 


This 96-page booklet from Time, 
New York, gives facts about read- 
ers’ 1931 buying plans, thejr buying 
habits, the sort of people they are, 
and the costs of reaching them in a 
concentrated campaign. The illus- 
trations are sermons in pictures that 
no advertiser can afford to miss. 


230. Do Women Read “Fortune”? 


Answers to a questionnaire prove 
that all but 11 per cent of the wives 
of subscribers read Fortune. Good 
editing, which included a tabulation 
of adjectives, has made the report 
more useful to advertisers interested 
in the reading tastes of cultivated 
women. Published by Time, Inc., 
New York. 


232. Church Building Plans for the 
Future. 


This report on the church building 
situation by Dr. Henry Edward 
Tralle, prominent church building 
consultant, is available through 
Church Management, Cleveland. It 
presents an optimistic viewpoint 
based on the fact that church build- 
ing has lagged proportionately for 
15 years, that congregations have 
money, that the majority of present 
structures are outmoded by new 
edifices, and that there is a move- 
ment toward church buildings suit- 
able for more uses than worship 
alone. 


231. The Merchandising Department 
of the Chicago Elevated Ad- 
vertising Co. 

This reprint in booklet form de- 
scribes the close co-operation offered 
national advertisers by this Chicago 
organization. Close contact with re- 
tail outlets not only broadens dealer 
good will, but uncovers “hidden dis- 
tribution”—brings the client’s prod- 
uct to a more prominent position in 
the store. 


194-a. The Marketing of House and 
Home Furnishings. 


This study shows that in depart- 
ment stores doing an annual volume 
of from $2,000,000 to $5,000,000, 
home and house furnishings account 
for 26.3 per cent of sales. How 
these sales are divided is one of the 
interesting presentations offered by 
Retailing. 


214. The Place of the Trade Paper 
in the Advertising Plan. 

In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


124. The Recorder Outlook. 


A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which dis- 
cusses the economic significance of 
new trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


WHEN A TRADE-MARK PERAMBULATES 


Si 


—Temple Owl. 


“Papa, tell it to lay me a pack.” 


Voice of the Advertiser 


An Eminent Physician 
Voices Tale of Woe 


To the Editor: It is difficult to 
tell from the letter written by O. 
Flint Clough, M. D., of Poultney, 
Vt., just what the doctor’s complaint 
is. Could it be in the sentence I 
have italicised? 

The doc wrote the Journal of the 
American Medical Association as 
follows: 


“You or your staff have undoubt- 
edly seen my name and the names 
of some other public health officials 
in connection with the current ad- 
vertising campaign of Cremo cigars. 

“T regret this occurrence very 
much, as I am sure the other doctors 
also do. 


“When I endorsed their letter I 
thought that I was merely giving 
my opinion of the spit tipping prac- 
tice and did not think they would 
exploit me in a nation wide publicity 
campaign. Had I known this was 
their intention I should not have 
endorsed the letter. J did not receive 
any remuneration of any kind for 
the endorsement. 

“A young man living in town 
asked me to write an opinion of the 
spit tipping practice, which I did. 
He then said that if I would give 
him a sheet of my paper with letter- 
head, he would type it, which he did. 
When he brought in the letter I very 
carelessly signed my name without 
carefully reading the contents. 

“Understand, I am not trying to 
make an alibi, as, of course I have 
no one to blame but myself for my 
unthoughtfulness and hurry. Per- 
sonally I shall be on guard in the 
future, but I also would like to see 
others put on their guard, which you 
can do through the medium of The 
Journal of the American Medical 
Association. 

“This kind of advertising is dirty, 
to say the least, and there are many 
in the advertising business who 
stand against the soliciting of testi- 
monials in this manner.” 


ADVERTISING AGENT. 


* * * 


Producers of Butter 
Will Advertise More 


To the Editor: The March 21 
issue of your magazine followed me 
all over town while we were moving 
our offices and for that reason I have 
not been able to comment on your 
article “Margarine Law Called Blow 
to Advertising.” 

It is true that the oleo companies 
have done more advertising than the 
butter manufacturers but it is also 
true that a great spurt was put on 
when the Internal Revenue Commis- 


sion allowed the use of palm oil in 
oleo. 

On the other hand the butter pro- 
ducers are becoming more and more 
conscious of the need of advertising. 
We have been preaching this doc- 
trine for some time, as have other 
publications in this field. As a re- 
sult several companies will begin not 
only local but extensive national 
campaigns before the year is over. 

GrorGE L. HACKETT, 
Editor, Daily Products Mer- 
chandising, Detroit. 


* * * 


Foul Play Suspected 
by Eastern Agency 


To the Editor: Our copies of Ap- 
VERTISING AGE have suddenly ceased 
to arrive. I suspect foul play but 
am writing to you to make sure that 
the culprit is not in your own office 
and to ask you to send a subscrip- 
tion to me at my home address, 410 
North Penn Street, West Chester, 
Pa. 

If our office subscription, which is 
im the name of Robert W. Graham, 
has expired, please renew it and bill 
me for this, as well as for my per- 
sonal subscription. 

JEROME B. Gray, 
Jerome B. Gray & Co., Philadelphia. 


* * * 


Pabst Portfolio 
Cost $47 Per Copy 


To the Editor: I was rather sur- 
prised to notice the write-up and 
illustration on the Pabst sales port- 
folio which appeared on page 10 of 
the March 28 issue. 

I would like to hire the man who 
could buy these portfolios for $4.70. 
The correct price is $47 for each. 

I realize this was an error in the 
printing department, but I think a 
correction should be made in some 
future issue because anyone looking 
at this book could very easily see it 
would be impossible to produce it at 
$4.70. 

W. R. GREENLEE, 
Adv. Director, Pabst Corp., 
Milwaukee. 


* * * 


Has Prince Succumbed 
to “Future Shadow’? 


To the Editor: If, as you intimated 
in your last issue, the Prince of Wales 
is a “Lucky” smoker, I think it is a 
very important bit of news, and a 
definite statement should be made. 

However, on his last trip to the 
United States and in 1928 he was still 
smoking Camels, to the best of my 
knowledge and belief. 

W. B. LITTELL, 
Littell-Murray-Barnhill, Inc., 
New York. 
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pISTRIBUTIO 
GAPS BROUGHT 
OUT BY SLUMP 


Easy to Repair Line Then, Says 
C. M. Chester 


New York, April 2—“In order to 
fill the gaps in distribution,” Colby 
M. Chester, Jr., president of Gen- 
eral Foods Corporation, told Laur- 
ence Stern, financial writer for the 
New York World-Telegram, “you've 
got to find the gaps.” 

Mr. Chester used this phrase to 
indicate that a depression has its 
advantages in helping advertisers 
locate the gaps in their line. 

“Contentment with things as they 
are is bad medicine for the business 
man,” the World-Telegram reported 
Mr. Chester as saying. “The nec- 
essity presented by depression is it- 
self a tonic. The 400,000 grocers to 
whom we sell 80 products are bet- 
ter merchants now than a year 
ago.” 

Mr. Chester said that General 
Foods’ 1930 problem was to digest 
units previously absorbed. This was 
done so successfully that operating 
profit approximated that of 1929, 
surplus was increased and inventory 
lowered. Ratio of current assets to 
current liabilities was raised from 
3.7 to 5.3 per cent. 


Mr. Chester gave this word pic- 
ture of the road to these results: 


Revise Sales Methods 


“One of the most effective read- 
justments has been in our selling 
methods. Formerly a grocer would 
be visited by 15 or 20 salesmen, all 
selling products of our various units. 

“After intensive schooling of 
salesmen, we first divided our prod- 
ucts into four groups and then, in 
1930, we extended throughout the 
country a system in which one sales- 
man handles all of our products, 
concentrating on a restricted ter- 
ritory. 

“Results have been highly bene- 
ficial. Salesmen are more familiar 
with local conditions. Costs, notably 
hotel bills and railroad fare, have 
been reduced. 


“This speeded up distribution all 
along the line, reducing warehouse 
costs. The company also was able 
to forecast sales with 96 per cent 
accuracy, due largely to a new 
method of making its own inventory 
about once a month in the 100,000 
grocery stores that handle the bulk 
of the country’s business. 


“The depression put fresh energy 
into the company’s research work. 
Manufacturing and _ distributing 
methods, packages and formulas 
were improved. New products were 
developed and new uses found for 
old products.” 


One of the important General 
Foods developments of the last year 
has been the use of light rays in 
treating foods, a process. being 
jointly developed by the corporation 
and the University of Cincinnati. 
The method, according to Mr. Ches- 
ter, adds to the nutritive qualities 
of various foods and also cuts down 
spoilage, an essential element in 
cost. 


Springfield Experiment 


“Perhaps the most _ interesting 
thing we have done,” said Mr. Ches- 
ter, “is the development of the 
quick-freezing process in the distri- 
bution of perishable foods. 

“We introduced a limited line of 
eighteen cuts of meat in representa- 
tive grocery stores at Springfield, 
Mass., and have now extended the 
experiment to 60 quick frozen prod- 
ucts, including meats, vegetables, 
fruits and fish. 

“More than 100,000 individual 
sales were made in 1930 and repeat 
business averaged 76 per cent. 
Economy, practicability of handling 


and public acceptance have been 
definitely indicated.” 

Officers of the corporation regard 
this development as having virtually 
limitless possibilities, even vision- 
ing a time when it may dwarf other 
units of General Foods. 

The Word-Telegram added that 
“the mild-mannered, smiling Mr. 
Chester, an ex-lawyer, an _ ex-in- 
fantry major and son of an admiral, 
takes greatest pride in supporting 
the modern cause of stabilized em- 
ployment and maintained payrolls, 
believing this is essential to general 
prosperity.” 

“Reduced costs and higher profits 
are not to be found in cutting 
wages,” he said, “but in getting out 
and drumming up more business.” 


IronFireman’s 
Mark Held To 
Be Descriptive 


Washington, D. C., April 2.—The 
Iron Fireman Manufacturing Com- 
pany, Portland, Ore., lost its fight 
for registration of “forced under- 
firing” as a trade-mark, the Com- 
missioner of Patents upholding the 
decision of the Examiner of Trade 
Marks. 

The latter quoted Section 5 of the 
Act of Feb. 20, 1905, providing “that 
no mark which consists merely in 
words or devices which are descrip- 
tive of the goods with which they 
are used, or of the character or 
quality of such goods, shall be reg- 
istered.” 

Iron Fireman gave this definition 
of the principle of its coal-burning 
stoker: 

“Introducing ‘forced underfiring.’ 
More important even than its auto- 
matic operation is the Iron Fire- 
men’s scientific principle of combus- 
tion. This principle, which we have 
named ‘forced underfiring,’ gives 
results never before thought pos- 
sible. 

“It saves from 15 to 50 per cent 
of fuel costs. It makes a hotter fire. 
It does away with smoke. The prin- 
ciple of ‘forced underfiring’ is easily 
understood: The Iron Fireman feeds 
the fire from below. Coal enters the 
fire box under the fire and is grad- 
ually forced upward into the flame. 

“As the coal approaches the fire 
and is heated, the most volatile gases 
are distilled off first, and must pass 
up through the fire. They are con- 
sumed and make heat. Nothing is 
wasted. The Iron Fireman makes a 
fire 500 to 1,000 degrees hotter than 
with hand firing.” 

“The term ‘forced’,” said the Com- 
missioner, “when considered in con- 
nection with the company’s stoker, 
has no other meaning than that of 
forced draft. 

“The term ‘underfire’ has been 
defined ‘to fire from beneath,’ and 
has no other meaning when con- 
sidered in connection with the 
applicant’s stoker. 

“It follows, therefore, that the 
applicant’s mark means to one 
skilled in the stoker art that the 
stoker is of the forced draft under- 
firing type. 

“I am of the opinion, therefore, 
that there was no error in the 
decision of the Examiner of Trade 
Marks, and it is accordingly af- 
firmed.” 


Newspaper Managers 
to Meet in Omaha 


The ninth annual conference of 
Newspaper Association Managers, 
Inc., will be held in Omaha August 
31-Sept. 3 or 4. The Hotel Fon- 
tenelle will be headquarters. 

A special committee has been ap- 
pointed to entertain wives of mem- 
bers. Naomi Buck Wood, associate 
editor of the National Printer-Jour- 
nalist, is chairman, other members 
being Agnes Singles, of the Omaha 
Chamber of Commerce, and Louise 
Cotter, of the Eppley Hotels Co. 


Open Film Office 


Castle Films, New York, producers 
and distributors of educational and 
industrial sound and silent moving 
pictures, have established a Chicago 
office in the Palmolive building. 

John Livingston, formerly of the 
Curtis Publishing Co., is Chicago 


manager. 


“The architect should be not only 
an artist but a business man, an 


engineer, and above all, a 
builder. He has always been all 
these things and should continue 
to be so. That he is all these things means a closer 
relation to the life about him, a relationship in 
which to make the necessary compromise fit his 


| is as easy 


to weave the 
glamour of 
romance about 
steel, concrete 
and glass as 
it is about 
faked antique 
and 


clinker bricks” 


! 


works, He must assume control. He must be a 
leader in the marketplace, for it is both his inspira- 
tion and his audience. The business competition, 


finance, and other social factors that exist are just 


Blears? 


ea 


as much the architect’s problem, in a large sense, 
as the need for building, and he must aid in find- 
ing a way of living, and living well, in just those 
conditions or in helping to change them. The 
architect cannot practice his art in the wilderness 
nor in a studio. When he learns that fact he will be 
less self-deceived by renderings, perspectives, mod- 
els and other mediums he may use.” 


+ + + from an article in the April issue of 
Ameri Architect, by Ralph Walker, 
A. I. A., Voorhees, Gmelin and Walker. 


Niagazines 


MOTOR — AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 


Mail Sales of 
Insurance Are 


Legal in Ala. 


Montgomery, Ala., April 2.—The 
State Superintendent of Insurance 
has no legal right to prevent an 
insurance company unauthorized to 
do business in Alabama from selling 
insurance in the State by mail, from 
advertising in newspapers in the 
State unless in violation of section 
4593 of the 1923 code, or from adver- 
tising over the radio unless the party 
broadcasting by his statements or 
otherwise constitutes himself an 
agent of the company. 


This was the holding of Attorney 
General Thomas Knight, Jr., in an 
opinion to the State Superintendent 
of Insurance, Charles C. Greer. 


Mr. Knight also ruled that Mr. 
Greer has a legal right to publish 
articles in newspapers warning 
against the purchase of unauthor- 
ized insurance, when phrased in gen- 
eral terms. 


The ruling is of special interest 
because of the announcement that 
Sears, Roebuck & Co., Chicago, will 
sell insurance by mail. 


Women’s Club Gets 
Six New Members 


Six new members have affiliated 
with the Women’s Advertising Club 
of Chicago. They are Opal Cannon, 
Mrs. Frances N. Manning, Santee 
Products; Margaret Chase, Kier Let- 
ter Company; Agnes M. Beck, News- 
paper Representatives Association; 
Mrs. Carol May, Charles E. Nickols 
Company, and Vanette Lawler, Mu- 
sic Supervisors Journal. 

The next regular meeting of the 
Women’s Club will be a dinner at the 
Chicago Lighting Institute April 7. 
A resume of the first three in the 
series of talks sponsored by the Ad- 
vertising Federation of America will 
be the feature. The speakers will be 
Anita Kepler, Monica Morrison and 
Ida Muriset. 


Ames President of 
“Journal of Commerce” 


Following a decision to operate 
the two publications as separate en- 
terprises, John D. Ames has been 
elected president of the Chicago 
Journal of Commerce Pub. Co., pub- 
lisher of the Chicago Journal of 
Commerce, succeeding his brother, 
Knowlton L. Ames, Jr. 

The latter is president of the Chi- 
cago Post Publishing Corp., pub- 
lisher of the Chicago Evening Post, 
which he recently purchased. 


Influenza Fatal 
to Officer of 
N. Y. Agency 


New York, April 2—William H. 
Beatty, vice-president of the Newell- 
Emmett Company, advertising 
agents, died March 31 at his home 
in Liberty Corner, N. J., as the re- 
sult of typhoid fever and other 
complications following influenza. 
He was 45 years old. 


After graduating in 1906 from 
Drexel Institute, Philadelphia, Mr. 
Beatty became a practicing engineer 
but later joined the staff of the 
McGraw-Hill Publishing Co. Be- 
fore identifying himself with the 
Newell-Emmett Company, of which 
he was one of the organizers, he 
was an executive with the former 
Frank Seaman agency. 


He was actively interested in the 
work of the American Society for 
Psychical Research and was a mem- 
ber of the Dutch Treat Club. He is 
survived by his widow, Sarah C. 
Beatty, three young sons and a 
daughter. 
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Adcraft Club to Hold 


Its Annual Meeting 

The Adcraft Club, Detroit, will 
elect five of the following ten can- 
didates for directors April 10: 

Fred Barrett, space buyer, C. C. 
Winningham, Inc.; Austin F. Bement, 
yoostaent, Austin F. Bement, Inc.; 

Fitzpatrick, general manager, 
WJR; Howard J. Harvey, vice-presi- 
dent, A. Harvey’s Sons Mfg. Co.; I 
Himelhoch, publicity manager, Hi- 
melhoch Bros. Co.; George O. Leon- 
ard, account supervisor, Campbell- 
Ewald Company; 

Harry C. Macdonald, president and 
general manager, Walker & Co.; 
Burt A. McDonald, vice-president 
and treasurer, Advertisers, Inc.; F 
Willis Munro, advertising manager, 
Hupp Motor Car Corp.; C. E. Rick- 
erd, advertising manager, Standard 
Accident Insurance Co. 


Who Selects 


STORE 
EQUIPMENT 
>) 


When asked this question 

recently, the department 

stores indicated beyond all 

doubt the need of store-wide 

acceptance. Which points 

unmistakably to the store- 
wide medium: 


RETAILING 


A Fairchild Publication 
8 EAST 13th ST., NEW YORK 


* PAUL O’HAIRE 


Artists 
Representative 


representing 

Luis Saravi 
Seymour Ball 
Norman Farquar 
Franklin Booth 


Ann Brockman 


David Hall 


Layout » 
® 


GRAYBAR BUILDING 
LEXINGTON 6860 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ; 310 East 45th St. 
CHICAGO - 210 So. Desplaine St. 


and 34 other cities 


Lettering 


Every Medium 
Co-operates in 
Seattle Drive 


Seattle, Wash., April 2.— Under 
the leadership of Warren E. Kraft, 
of Erwin, Wasey & Co., the Adver- 


- | tising Club of Seattle is in the midst 


of the most intensive campaign ever 
staged by a local advertising organ- 
ization. 

The objective is two-fold: to in- 
crease membership in the club and 
to sell business men on the value of 


-| advertising. The first objective has 


been reached. The slogan featured 
in every piece of copy was “Adver- 
tising Speeds Up Business.” 

Every medium represented in the 
club contributed to the campaign. 
The scope of the drive is indicated 
by this card of thanks inserted in 
the club paper: 

“To Web Harrison, Western En- 
graving Co., for the campaign’s 
leadership; Merle Manly, Botsford- 
Constantine, for initial plans well 
laid; Harry Strang, Diers Printing 
Company, for typography of all 
newspaper ads; Harry Campbell, 
Western Engraving Co., for giving 
us the keys to his shop; Fred 
Wiman, Western Engraving Co., for 
unlimited technical service; J. Fred 
Braid, Seattle Times, for inspiration 
and generous support; T. C. Hoff- 
meyer, Post -Intelligencer, for co- 
operation and good white space; 
Harry Marshall, Seattle Star, for 
counsel and substantial assistance; 
O. J. David, Journal of Commerce, 
for backing his faith with advertis- 
ing; 

“Gerald O’Neil, Foster & Kleiser, 
for outdoor boards in choice loca- 
tions; Leonard B. Hamshaw, Foster 
& Kleiser, for designing these strik- 
ing boards; Arthur Gerbel, Jr., 
Foster & Kleiser, for directing the 
outdoor campaign; Roy Marshall, C. 
E. Stevens Co., for complete co- 
operation and boards; Theodore Par- 
sons, Art Headquarters, for many, 
many finished illustrations; Larry 
Conaway, Washington Advertising 
Brokerage, for preferred space on 
1,000 street cars; Lila Arnold, Mail 
Advertising Bureau, for complete 
direct mail campaign; Harold Quil- 
liam, Radio Station KOMO, for 
creating radio continuities; Arthur 
Wichman, Post -Intelligencer, for 
heading display committee; Roy 
Kelly, General Insurance Co., for 
campaign publicity in newspapers; 
Hope M. Robinson, Patterson Trade 
News Bureau, for programs well 
worth advertising; 

“Finley Propst, Propst Sign Co., 
for the ‘signs of life’ he showed; 
Orrin Hale, Pioneer Printing Co., 
for printing street car dash boards; 
Harry Bonath, Erwin, Wasey & Co., 
for layout, art and midnight oil; D. 
R. Bennett, Metropolitan Photo Co., 
for photostats of campaign cards; 
D. A. Willis, Metropolitan Photo 
Co., for more of the same; I. J. 
Webster, Webster & Stevens, for 
special photographic service; Arthur 
Bernhard, Artcraft Engraving Co., 
for all the electros we needed; 
Maurice Whittingham, Artcraft En- 
graving Co., for helping Arthur do 
the job; Harry Knoff, Farwest Lith- 
ograph & Printing Co., for smiles 
while deadlines loom.” 


See Utah First Is 


New Promotion Plan 

The Salt Lake Advertising Club 
has launched a campagin to induce 
residents of that city to invite 
friends in other states to stop off 
there en route to and from the 
Pacific Coast. 

As a corollary, it is urging local 
inhabitants to familiarize them- 
selves with the attractions of the 
city and state. 


Now It’s Canada 


The Province of New Brunswick 
has proposed a tax on outdoor ad- 
vertising structures that “can be 
seen from the highway.” 

If passed, the bill will add $30,000 
a year to the Province revenues. 


Joins “Recorder” 
Walter Grover has joined the 
Boot & Shoe Recorder, New York 
and Boston. He comes from the Shoe 


Buyer. 
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Metro Goldwyn Mayer Production 
“THE EASIEST WAY" 


The Phoenix Hosiery Company is using this still from 
dow and counter display for retailers. 


the moving picture as a win- 


FIND INSTALMENT 
SELLING SOUND 


New York, April 2—Recent con- 
ditions have demonstrated the essen- 
tial soundness of instalment selling 
and the financing of deferred pay- 
ments, asserted Alfred P. Sloan, Jr., 
president of the General Motors Cor- 
poration, in his annual report, which 
has just been released in pamphlet 
form. 

The report, which will be formally 
submitted to the stockholders at the 
annual meeting in Wilmington May 
5, refers to the new high record of 
earnings of the General Motors Ac- 
ceptance Corporation, and comments 
as follows: 

“Although the trend of opinion in 
recent years has been toward a gen- 
eral acceptance of the economic 
soundness of instalment selling, or 
consumer financing, yet there has 
been in the minds of many the ques- 
tion as to whether in periods of gen- 
eral industrial recession it would en- 
tirely justify itself. Therefore, in 
view of the fact that such a state 
of affairs existed in acute form dur- 
ing the period under review, there 
is offered an opportunity of dealing 
with that question. 


Meet Their Obligations 


“The experience of 1930 demon- 
strates beyond any question of 
doubt the ability of the average in- 
dividual to meet the obligations in- 
curred. While losses have been 
somewhat increased percentage-wise, 
while repossessions of cars have 
been likewise increased, and while 
special efforts have been made to 
assist individuals to carry through 
to completion their contracts in one 
form or another, after all the fact 
is demonstrated, and in an outstand- 
ing manner, that looking at the 
proposition from a broad standpoint, 
a sound foundation of credit exists. 

“There should no longer arise any 
uncertainty in the minds of even the 
most skeptical who will examine the 
facts, that granted sound policies 
and effective management, consumer 
credit has completely justified itself.” 

It is pointed out in the report, 
however, that some changes in the 
handling of the credit situation has 
been necessary, and this is covered 
in the following paragraph: 

“In no previous time in the his- 
tory of the Corporation have the 
purchasers of its products required 
such sympathetic consideration on 
the part of those to whom they have 
entrusted their financial obligations 
as in the year under review. To 


no such extent has the opportunity 


previously presented itself of creat- 
ing such good-will for the Corpora- 
tion. General Motors Acceptance 
Corporation had recognized this op- 
portunity and in so doing the pur- 
chasers of General Motors products 
have been protected and _ their 
equities preserved to the fullest de- 
gree practicable.” 


Daily Insists 
on Improvement 
of Retail Copy 


Birmingham, Ala., April 2.—The 
Birmingham News and Age-Herald 
have improved the tone and char- 
acter of retail advertising copy by 
an educational campaign among 
merchants. George Biggers, adver- 
tising manager, said department 
stores had allowed their advertising 
to “get down in the gutter.” 

Victor H. Hanson, publisher of 
chese newspapers, employed Lewis 
Blumenstock, advertising expert, to 
aid retail advertisers get better re- 
sults from their advertising. Use of 
more art was particularly stressed. 

“By continually matching prices 
and exhausting all the adjectives in 
the dictionary retailers had de- 
stroyed much of the effectiveness of 
their displays,” said Mr. Biggers. 
“We are inducing them to run more 
advertisements of the educational 
and informative type. Mr. Blumen- 
stock’s work with store executives 
has been personal and there have 
been no general meetings.” 

One suggestion made was that 
“basement” be discarded in favor of 
“down-stairs store.” A furniture 
store was induced to inaugurate a 
house furnishing contest, with prizes 
for model arrangements. 


With Durkee Margarine 


William F. Steele, formerly gen- 
eral sales manager of the John F. 
Jelke Company, Chicago, has been 
appointed general manager of the 
margarine division of Durkee 
Famous Foods, Inc., Chicago, sub- 
sidiary of the Glidden Company, 
Cleveland. 

Durkee’s Troco brand nut mar- 
garine is distributed by General 
Foods-Hellman motor trucks in most 
sections of the country. 


Bank Paper Moves 
After April 20, the American 
Bankers Association Journal, New 
York, will be located at 22 East 40th 
street. 


Joins “Fuel Oil” 

After three years with Fuel Oil, 
New York, Fred A. Clark has joined 
the advertising staff of Oil Heat, of 
that city. 


WOULD DISSOLVE 
SUGAR INSTITUTE 


Washington, D. C., April 2—The 
Sugar Institute, New York, did not 
confine itself to advertising, the De- 
partment of Justice alleged in filing 
a petition under the Sherman Anti- 
trust act, asking for dissolution of 
the organization and a permanent 
injunction against 50 companies, 
firms and individuals associated 
with it. 

The petition charges that during 
the last three years the defendants 
have maintained “a comprehensive 
scheme designed to fix oppressive 
and uniform prices of refined cane 
sugar, which is manufactured from 
raw sugar obtained in Cuba, Porto 
Rico, Hawaii, and the Philippines at 
abnormally low prices.” 

It also charges that the defend- 
ants have created, maintained and 
utilized the Institute as an instru- 
mentality for promoting and main- 
taining the alleged conspiracy; that 
a major part of these alleged activ- 
ities have been carried on through 
the Institute and have constituted 
its chief activities; that many of 
such activities have been entirely 
outside the scope of the announced 
purposes of its organization; and 
that other activities have been car- 
ried on independently of the Insti- 
tute. 

According to the petition the de- 
fendant cane refiners produce 85 per 
cent of the sugar consumed in the 
United States. The remaining 15 
per cent is produced by domestic 
beet-sugar refiners. 

The petition charges that the de- 
fendants have induced the beet re- 
finers to restrict their competitive 
activities, and have maintained the 
price of refined cane sugar at a level 
uniformly 20 cents per hundred- 
weight higher than the price of re- 
fined beet sugar. 


Appoint Agency for 
Agricultural Product 

The Limestone Products Corp. of 
America, Newton, N. J., has placed 
its account with the Campbell-San- 
ford Advertising Co., Toledo. 

Business papers, agricultural pub- 
lications and direct mail will be used 
in a new campaign. 


Has Food Account 

Dugan Brothers, Inc., Brooklyn, 
N. Y., bakers of whole wheat and 
unbleached flour food products, has 
placed its account with the Richard- 
son, Alley & Richards Co., New 
York. 

New York newspapers will be 
used. 
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MACFADDEN 
PUBLICATIONS 
INCORPORATED 


ANNOUNCE THE 
ACQUISITION OF 


LIBERTY MAGAZINE 


EFFECTIVE APRIL 1, 1931 


LIBERTY will continue to be published under. 


the same editorial policies that have been 


effective in acquiring for it the largest single 


copy sale in the world 
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ADVEPTISING AGE 


AYER CUP AND ITS WINNER 


Public Utilities 


Prepare for Election 


Irving M. Tuteur, of the Mc- 
Junkin Advertising Company, Chi- 
cago, and president of the Public 
Utilities Advertising Association, has 
appointed Frank LeRoy Blanchard, 
advertising manager of Henry L. 
Doherty & Co., New York, chairman 
of the nominating committee. 


Mr. Blanchard will choose his own 
committee in anticipation of the 
annual meeting in New York June 
14-16. 


Keith Clevenger, of the American 
Gas Association, heads the commit- 


tee on arrangements and entertain- 
ment. 

New members of the P. U. A. 
are H. C. Campbell, J. Walter 
Thompson Company, Chicago; F. L. 
Hill, vice-president, Utilities Power 
& Light Securities Co., Chicago, and 
H. C. Fiester, advertising manager, 
United Gas System, Houston, Texas. 


Governor as Publisher 


Governor William H. Murray, of 
Oklahoma, has purchased the con- 
trolling interest in the Blue Valley 
Farmer, weekly agricultural paper 
of Oklahoma City. 

His cousin, Cicero Murray, is also 
interested. 


IN THE 
SHOE 


An ADVERTISING 
AGENCY RECENTLY 


INDUSTRY 


the publication 
is the 
BOOT and SHOE 
RECORDER 


4 


BOOT and SHOE 


Branches: 


CONDUCTED A SURVEY 


to determine the preference of 
shoe retailers and shoe manu- 
facturers for the publications 
in their fields. Of the 1158 
retailers replying 758 preferred 
the BOOT and SHOE RE- 
CORDER. 


* * 


The remaining 400 were 
scattered among seven 
other publications, the 
largest number for any one 
being 72. 


* * 


The Recorder is edited and 
printed for the retail shoe 
merchant. Despite this, of 129 
shoe manufacturers replying, 
73 prefer the Recorder to pub- 
lications edited expressly for 
their branch of the shoe in- 
dustry. 


BOSTON 
PHILADELPHIA 
ROCHESTER 
CHICAGO 
CINCINNATI 
ST. LOUIS 


RECORD 


ER 


$F; The Great National Shoe Weekly 


A UNIT OF THE 


UNITED BUSINESS PUBLISHERS, INC. 
Two Thirty-nine West Thirty-ninth Street 


NEW YORK 


HERALD TRIBUNE 
FIRST WINNER 
OF AYER TROPHY 


Five Others Recognized in 
Agency’s Contest 


Philadelphia, April 1—Judges in 
the First Exhibition of Newspaper 
Typography awarded the Francis 
Wayland Ayer Cup to the New 
York Herald Tribune. 


The five daily newspapers rated 
next were the Portland (Maine) 
Evening Express, Charleston (W. 
Va.) Gazette, Philadelphia Public 
Ledger, Morning Oregonian, Port- 
land, and the Long Beach (Calif.) 
Sun. These newspapers will receive 
certificates of excellence, without 
distinction between them. 


The awards were based on three 
points: Presswork, typography and 
make-up. Editorial content was left 
out of consideration. Of the 1,965 
daily newspapers in the United 
States, all of which were invited to 
enter the exhibition, 1,451, or ap- 
proximately 75 per cent were repre- 
sented with their issue of March 4. 

The judges were Howard Davis, 
vice-president of the American 
Newspaper Publishers Association; 
Harry A. Groesbeck, Jr., president 
of the American Institute of 
Graphic Arts; Dr. John Henry 
Nash, printer; Joseph B. Platt, art 
director of the Butterick Publish- 
ing Company; and John B. Wil- 
liams, vice-president of the Curtis 
Publishing Company. 


A Two-Day Job 


The judges gathered in the Ayer 
Galleries March 30, and spent two 
days examining the newspapers, re- 
ducing the number by a gradual 
process of elimination until only ten 
were left, from which the final six 
were chosen. 


The newspapers were examined 
carefully from cover to cover, and 
the awards were made after the five 
judges had considered every page 
of each newspaper. 


In general, it was the opinion of 
the judges that presswork was the 
most important of the three factors 
deciding the appearance of a news- 
paper, with typography second and 
make-up third. 

The judges will prepare a report 
upon the exhibition which will be 
published as an essay on newspaper 
typography in general, as well as a 
commentary upon this particular 
exhibition, which is believed to be 
the first of its kind. The 1,451 
newspapers entered in the current 
exhibition will be on public dis- 
play in the Ayer Galleries from 
April 1 until May. 


Cup to Winner 


The Francis Wayland Ayer Cup, 
a silver cup in classical English de- 
sign, named in honor of the founder 
of N. W. Ayer & Son, Ine., is to 
become the permanent property of 
the newspaper adjudged best in 
three exhibitions, not necessarily in 
successive years. The purpose of 
the exhibition was stated in the 
invitation to newspapers as follows: 

“It is the belief of the sponsors of 
this exhibit that graphic comeliness 
contributes to effectiveness and ease 
of reading in the newspaper as 
definitely as it does in the adver- 
tisement. They consider the news- 
paper, in one sense, a manufactured. 
product and they believe that it can 
be benefited as are other manufac- 
tured products by a sensible appli- 
cation of beauty. 


“In this exhibition the daily paper 
of small circulation will fare as well 
as the metropolitan daily. Compos- 
ing room skill, the appropriate selec- 
tion and arrangement of type, is 
as recognizable in one case as the 
other; and artistic standards play 
no favorites,” 


NO FINER 


| Preferred Quality Magazines + Atlantic, Current History, Harpers, Scribner's 


POM 


TION, NO GREATER | 
PURCHASING POWER | 
AVAILABLE ANY- 
WHERE’ AT ANY PRICE 


CIRCULA- 


ONE ORDER 
ONE PLATE 
ONE BILL 

ONE RESULT 


OTHER WINNERS 
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“Orphan Annie” Is 
Adopted by Radio 


The adventures of Little Orphan 
Annie, comic strip character, which 
have been broadcast by WGN, Chi- 
cago, will go on the air for 15 min- 
utes daily on April 6 over the NBC 
network. 

The new feature is sponsored by 
the Wander Company, Chicago, 
whose account is handled by Black- 
ett, Sample and Hummert. 


Joins Studios 


Robert Lang has resigned as Des 
Moines advertising manager of the 
Standard Oil Company to join the 
Sarwin Commercial Studios, of that 
city, as sales manager. 


Appoint Hanff-Metzger 
The United Carbon Company, 
Charleston, W. Va., has placed its 


advertising with Hanff-Metzger, New 
York. 


C.C. Hommann, 
Agency Chief, Is 
Taken by Death 


New York, March 31—After 18 
months’ illness at Colorado Springs, 
Colo., Charles C. Hommann, Jr., 
president of Hommann, Tarcher & 
Sheldon, advertising agency, died in 
that city March 28. He was only 44 
years old. 

Mr. Hommann was a graduate of 
Rutgers University, 1910. After 
leaving college, he spent several 
years with Collier’s. Six years ago, 
he joined George H. Sheldon and 
Jack B. Tarcher in the agency 
venture. 

A number of important accounts 
have been handled by Hommann, 
Tarcher & Sheldon, the list includ- 
ing the Anaconda Copper Company, 
Benrus Watch Company, Chilean 
Nitrate of Soda Educational Bureau, 
Esterbrook Steel Pen Mfg. Co., 
Smith Brothers, Standard Farm Pa- 
per Unit, A. A. Vantine, Pequot 
Mills, Seeman Brothers, and Na- 
tional Surety Company. 

Mr. Hommann is survived by a 
widow and three daughters. The 
funeral will be held in the East. 


Heads World Wide 


Louis F. Boitano has become gen- 
eral manager of the World Wide 
Advertising Corp., New York, suc- 
ceeding William G. Fallon, resigned. 

Mr. Boitano brings with him the 
advertising account of the Hotel 
Astor, New York. 


Lalley New Chief of 


Kelly-Springfield 
William H. Lalley, of Detroit, has 
been elected president of the Kelly- 
Springfield Tire Company. 
He has been identified with the 
automobile industry for 17 years. 


Buchen to Move 
The Buchen Company, Chicago 
agency, has leased 4,000 square feet 
space on the 18th floor of the 
Daily News building, and will move 
about April 24. 
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ADVERTISING 


AGE 


Measurement of ANALYSIS OF WHOLESALE TRADE IN SEVEN CITIES IN 1929 
- San Francisco Salt Lake City Denver St. Paul Cincinnati Washington, D.C. Toledo 
Ret urns Points Wholesalers’ total $ 786,790,000 $ 71,510,000  $212,150,000 $138,987,000 $350,147,000  $115,843,000 $100,346,000 
ash and carry ,239, 344, 
to Best Copy Commission merchants 0.00... 31,935,000 476,000 56,965,000 2,906,000 68,124,000 5,850,000 6,028,000 
Co-operative buying assns { 13.555.000 
Piffl tin an tri Co-operative marketing assne............ _— 
Piffle, poetry iterary trim-/ Drop shippers 17,083,000 904,000 577,000 5,355,000 1,114,000 
mings are what make advertising in- Export merchants 53,974,000 
effective, in the opinion of E. T.| [Importers 83,231,000 357,000 534,000 
Gundlach, president of the Gund-| Wagon distributors 0000000. 3,820,000 979,000 1,060,000 606,000 837,000 
lach Advertising Company, Chi-| wrojesale merchants 580,845,000 64,984,000 130,797,000 275,557,000 107,440,000 91,616,000 
cago, who spoke to the Chicago Ad- iii ey { 158 189.000 
vertising Council April 2 on “What’s| Converters 1,105,000 es 
Coming in Advertising?” Mail-order wholesale ..........000-00-- sittin. 
While Mr. Gundlach, long known | Auction companies 857,000 5,424,000 
5 the exponent of disett seuuite tn | SUT? 83,093,000 2,030,000 21,212,000 12,108,000 25,192,000 2,461,000 6,115,000 
ng Sciiin tne an See Bulk tank stations 21,191,000 1,308,000 3,087,000 4,443,000 6,277,000 2,067,000 
wT aa S Impatien’ 88] Chain-store Warehouses ...ncu1eceemen 22,968,000 38,427,000 37,517,000 21,366,000 
usual with the sort of advertising| Wanufacturers’ agents ....... 118,386,000 6,529,000 17,082,000 9,238,000 24,331,000 2,138,000 6,729,000 
which depends on atmosphere and | Manufacturers’ sales branches 376,972,000 65,173,000 46,585,000 165,145,000 53,220,000 25,900,000 
intangible results for its value, he| Selling agents 80,050,000 186,000 11,774,000 3,521,000 46,168,000 4,608,000 1,521,000 
made it clear that he believes that | All others 152,406,000 30,472,000 27,736,000 8,271,000 6,536,000 23,558,000 827,000 
there is very little real waste in Total $1,579,456,000  $107,871,000 $358,217,000 $218,408,000  $667,147,000  $237,139,000 $164,124,000 


advertising. 

He insisted, however, that the ad- 
vertiser who is using sales talk at 
least should measure the compara- 
tive returns from different appeals 
and use the most effective appeals, 
regardless of whether he wants in- 
quiries or not. 

“Thought - waves and notions 
sweep the country at times,” he 
said, “and at present the general 
feeling is that strong companies 
should be advertisers. But we must 
be prepared to show that advertis- 
ing is the real economic force we 
believe it is if we expect the skep- 
tical young men who are going 
through the colleges and schools of 
business administration and a little 
later will be business executives, to 
be as enthusiastic about it as we 
are.” 

Mr. Gundlach discussed mail-order 
advertising, and said that while re- 
turns from this type of advertising 
have been reduced in the past year 
or two along with all other results, 
due to business conditions, standard 
mail-order copy is still effective, and 
returns from direct mail have been 
good. He said, however, that use 
of tremendous general lists by a 
number of advertisers tends to re- 
duce returns, and suggested the use 
of more specialized lists. 

“Good-will advertising,’ Mr. Gund- 
lach said, in discussing a type of 
general advertising which has been 
popular, “is all right as long as it 
produces good-will which sells goods, 
but if it doesn’t, it’s bunk.” 


6,000 Theaters 
to Carry Direct 
Advertising Films 


Detroit, Mich., April 2—Six thou- 
sand motion picture theaters will 
now accept direct advertising films 
in units of 50 feet each, the National 
Screen Advertising Bureau an- 
nounced. These theaters are located 
in 3,800 communities in every State 
in the Union, the four Western 
provinces of Canada also being 
covered. 

The films may be made either in 
black and white or in color, the 
Bureau said. 

“Chevrolet reached 127,000,000 
people with 50-foot films,” explained 
Don E. Mowry, manager of the Bu- 
reau. “Each film was followed by a 
trailer with the local dealer’s name 
on it. 

“Goodyear is now launching a sim- 
ilar plan for its dealers. Goodyear 
controls the theme, while the dealer 
gets full credit in his local com- 
munity. 

“The Oakland Motor Car Com- 
pany carried a 100-foot announce- 
ment in nearly 2,000 theaters in 
January, introducing its new mod- 
els. Some of the films were silent, 
while others talked.” 


Larus to Broadcast 

Larus & Bro., manufacturers of 
Edgeworth smoking tobacco, will 
begin a radio broadcast over NBC 
April 2 and will be on the air 15 
minutes weekly. 

The account is handled by Batten, 
Barton, Durstine & Osborn. 


Society Has Agency 
The American Society for the Con- 
servation of Vision has appointed 
Lethrige, Inc., Chicago, to direct a 
campaign. Newspapers, car cards, 
radio and magazines will be used. 


—Bureau of the Census. 


VYOOQUS :«... 


Illustration by Carl Erickson, for years a Vogue Artist 


GOOD TASTE .... the Polestar which holds 


V ogue onthe course of leadership 


Vogue is edited as an authoritative guide to the art of living 
with style. 


Good style is in a sense conservative. In that sense Vogue is 
conservative . . . as are the *women of taste and position for whom 
it is published. Therefore, Vogue emphasizes such fashions and 
customs as seem to have more then ephemeral value . . . portraying 
styles which are characterized by appropriateness and charm rather 
than bizarre pretentiousness, by restraint rather than by flamboy- 
ance . . . giving space neither to fiction nor to any other “popular” 
feature which does not contribute to the basic service of the magazine. 


This very singleness of purpose is another reason for Vogue's 
popularity with those enormously influential women who are the 
most coveted customers in the world today. These women think of 
Vogue as being intimately and exclusively their own . . . something 
more than a completely-rounded guide to the mode . . . an inspira- 
tion, really, to charming and gracious living. 


It is Vogue’s unique authority and prestige which accounts for the 
notable fact that — with 130,000 circulation — Vogue carries, year 


after year, more advertising than any other woman’s magazine in the 
world. 


*For Example: In New York’s Colony Club 26.2% of the members subscribe 
to Vogue. It is estimated that at least 11% more are newsstand buyers. 


One of the Condé Nast Publications, Inc. 
VOGUE e VANITY FAIR e HOUSE & GARDEN 
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(Continued from Page 1) 
members of the Association in 
granting commissions on spot broad- 
casting, such recognition to be based 
upon uniform standards of char- 
acter, general advertising ability 
and facilities, financial responsibil- 
ity and record with clients, and also 
upon a working knowledge of radio 
and its technique, or a definite ef- 
fort to acquire such knowledge. 

The Group feels that such recog- 
nition would prevent malpractice in 
the radio field and raise the stand- 
ard of broadcasting service for 
advertisers. Advertising agencies 
possess the four important qualifica- 
tions, namely, creative talent, inti- 
mate knowledge of the advertiser’s 
problems, disinterested position in 
reference to all media, and a wide 
advertising knowledge. 


Commission for Talent 


2. The Group thinks well of pay- 
ment of commission on talent by 
stations to recognized advertising 
agencies because of the agencies’ re- 
sponsibility for the satisfactory ex- 
penditure of the entire appropriation 
and the service and facilities nec- 
essary thereto. 


3. The Group is opposed to dual 
rates on the part of radio stations, 
that is, a differential between local 
and national rates. It believes that 
dual rates will do the same mis- 
chief in the radio field as is now 
being experienced in the newspaper 
field, that it will be harmful to the 
medium, retard its progress and 
antagonize national advertisers. 

The Group feels that there is no 
just reason for a differential, unless 
it be relative costs of securing and 
handling national and local busi- 
ness. The advertiser’s ability to use 


Hope to Untangle 
Radio Situation at 
Four A’s Convention 


ADVERTISING AGE 


terion and is not observed by the 
stations themselves. 

National advertisers may differ 
widely in their distribution and in 
their ability to use coverage, but 
the rate is nevertheless the same to 
all national advertisers. This is 
also true of department stores in 
competition with small specialty 
shops. 

4. The Group is opposed to any 
extra charge on the part of stations 
for handling recordings, as it be- 
lieves there are contervailing econ- 
omies to offset any extra service 
rendered by the station. 


Ask Cash Discount 


5. The Group urges that the 
practice of allowing 2 per cent cash 
discount to recognized advertising 
agencies, now being done by a ma- 
jority of stations as indicated by a 
recent survey, be made uniform by 
all stations, in order to protect and 
stabilize credits, the cash discount 
being passed on by the agency to the 
client when earned. 

6. The Group believes that radio 
stations should have special repre- 
sentation covering groups of non- 
competing stations, the function of 
such special representatives being 
to sell the medium and _ station 
represented. 

The Group believes that time 
brokers in this field enjoying double 
commission lead to demoralization 
of prices and of rates and is bad for 
the agencies and their clients. The 
agency should receive its 15 per 
cent direct from the stations and 
pay program bureaus and others for 
any service rendered in building 
programs. This would also obviate 
the credit risk to station, agency 
and advertiser involved in paying 
radio bills to a third party instead 


the broadcast coverage is no cri-|of direct. 


This Magazine Is | 
My Life Work 


For eleven years I have watched this baby 
grow—and during all of that time it has been 
the dominating publication in the restaurant 
business. It leads the field in amount of adver- 
tising carried and number of advertisers— 
many of whom use our magazine exclusively. 


Publishing The American Restaurant Maga- 
zine has brought me no end of good friends. 
I like to have restaurant men drop into my 
office and discuss their problems. I get a big 
kick out of being “‘Pat’’ to all of them. 


OurYsubscribers—from the head of the big 
chains to the little fellow around the corner— 
write me frequently telling how much they 
enjoy the magazine. By the way, we have just 
completed a survey which shows that our 
subscribers serve on an average of 700 meals 
a day. Not bad, eh? 


Our advertisers are happy and satisfied. Our | 
magazine gets results for them. | 
| 
| 
| 
| 


Cc. A. Patterson, Pablisher 


The American Restaurant Magazine 
=. 


Wabash Avenue 
Chicago 


RE-ELECTED 


————— = 


| 


John H. Dunham 
Mr. Dunham who is president of 
the Dunham-Y ounggreen-Lesan Co., 


Chicago, was chosen to succeed 
himself as chairman of the Western 
Council of the Four A’s in Chicago 
this week. 


Adolph Goodwin, 
Genius of Copy, 
Now with Rankin 


Adolph O. Goodwin, widely known 
advertising man, has been added to 
the staff of the William H. Rankin 
Company as vice-president in the 
Chicago office in charge of plans and 
copy. 

Mr. Goodwin comes to the Rankin 
organization with an extensive back- 
ground of advertising and selling 
experience in diverse fields. His 
war publicity was one of the out- 
standing successes of his career, but 
he has made substantial records in 
straight advertising work. 

Mr. Goodwin’s success in produc- 


large part to the sales viewpoint 
which he acquired out in the field. 

Possibly the new Rankin vice- 
president is the only advertising man 
in the country whose work moved a 
President of the United States’ to 
eulogistiec comment. Theodore 
Roosevelt paid a high tribute to Mr. 
Goodwin for a piece of copy pro- 
duced during the Rough Rider’s ad- 
ministration. 


San Francisco Club 
Adds More Members 


Another group of new members 
were added to the roster of the San 
Francisco Advertising Club last 
week. Included in the list are: 

O. A. Holstrom, Strathmore Paper 
Co.; C. L. Branston, Brown & Bige- 
low; Robert B. Young, Young’s Ad- 
vertising Agency; W. Vincent Leahy, 
Sussman-Wormser & Co.; Lynn H. 
Gamble, Scripps-Howard News- 
papers; and the following from Fos- 
ter & Kleiser, outdoor advertising 
organization: 

Sid Herzog, sales manager; John 
W. Sheehan, director of education; 
E. Lloyd Lomax, Bruce Wilson, Mil- 
ton McVey, Walter Stevens, George 
W. Kleiser, Jr., Blair Foster, Emil 
Grebs and W. Theodore Watson. 


Start Radio Bureau 


The Bureau of Radio Research has 
been formed in Milwaukee to assist 
station managers in management 
problems and provide time-saving 
forms. 

Andrew Hertel, manager of the 
Bureau, was formerly manager of 
WTMJ, Milwaukee. 


To Direct Daily 
Russell J. Boyle, president of the 
Mid-West Securities Corp., Grand 
Rapids, Mich., and former advertis- 
ing manager of the old Grand Rap- 
ids News, has been appointed presi- 
dent and general manager of the 
Grand Rapids Herald, one of the 
Federated Publications. 


Lectures on Package 


“The importance of the package 
in merchandising” will be the sub- 
ject of an address by J. D. Malcolm- 


— 


ing successful copy is attributed in|. . 


i}|son, of the Robert Gair Company, 
i] | before the division of retailing, New 


REPUTATION OF 
ITS HOME CITY 


Unusual Slant Launches Pal- 
mer House Copy 


Believing business is the thought 
uppermost in the minds of most male 
travelers, the Palmer House, Chi- 
cago, has begun a magazine cam- 
paign to sell the idea that there is 
“plenty doing” in Chicago and that 
this hotel, functioning to keep them 
in fine physical condition, is their 
best ally in the battles fought with 
fountain pens and order books. 

This theme permits mention of 
the hotel’s superior accommodations 
as indispensable aids to maintaining 
the pink of condition for the strife 
of business. 

The advertisements, most of them 
full pages, are appearing in Time, 
Collier’s and the New Yorker. 

The first of the series was as- 
signed an extraneous task in defend- 
ing Chicago’s reputation. It was 
headlined: 

“There’s a lot of shooting, too... 
with fountain pens and order 
books!” 


“Much Exaggerated” 


“If you read the newspapers,” con- 
tinued the text, “you probably have 
the idea that a bandit’s gun explodes 
at approximately 30-second intervals 
in Chicago. And as Mark Twain 
remarked about his prematurely re- 
ported death . . . ‘it’s very much 
exaggerated’. 

“But there is a lot of shooting of 
another kind! Hundreds of keen- 
eyed men are firing straight from 
their vest-pockets and brief cases 
. with fountain pens and order 
— They’re hitting their targets, 
too 

“And it’s interesting to observe 
how much fussier these marksmen 
are nowadays about keeping them- 
selves in fighting trim.” 

However, Walter L. Gregory, 
manager, does not believe that Chi- 
cago’s reputation as a _ gangster- 
infested city frightens off prospec- 
tive visitors, particularly if they can 
be made to visualize opportunities at 
the end of the journey. The idea 
was employed chiefly because it made 
a good introduction and because it 
created good will among a class of 
Chicagoans who are _ frequently 
called upon to recommend a hotel to 
business acquaintances. 

Succeeding advertisements will 
concentrate on the business-getting 
theme. The second is_ headlined 
“Daddy’s gone a-hunting. Will he 
bring back a ‘rabbit’s skin’?” 

It is illustrated with a drawing of 
a woman and child waving goodbye 
to a man on the observation plat- 
form of a departing train. As the 
story is told, the “rabbit skin” un- 
dergoes a metamorphosis to the 
signature on the dotted line. 


Importance of Women 


The third advertisement is illus- 
trated with a photograph of two 
smiling men, who, the caption states, 
have just emerged from the Palmer 
House. The headline reads, “Page 
Sherlock Holmes a smiling 
salesman—a smiling banker. 

The getting-the- business series 
carries a box in which are listed the 
features of the hotel devised for the 
benefit of feminine patrons under 
the head “From the Woman’s View- 
point.” Later, the hotel will run a 
series of advertisements directed to 
women, and the box will feature the 
attractions for men. 

The copy offers two booklets free 
to readers. One is a recipe booklet 
which tells how to make 25 of the 
dishes for which the hotel is famous 
and the other is titled “Chicago’s 
Everyday ‘World’s Fair’.” 

The recipe booklet is also offered 
in a 10-minute radio program three 
evenings a week over WJJD, Chi- 


York University, April 6. 
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HOTEL DEFENDS |. 


April 4, 1931 


———— 
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JOINS RANKIN 


Adolph O. Goodwin 


the Manager’s Desk,” takes the 
audience back of the scenes with 
interviews between the manager, 
department heads and other em- 
ployes. 

Many of the inquiries from the 
advertising are followed up by per- 
sonal calls from the hotel’s selling 
staff of five men. They also keep in 
touch with trade associations and 
other groups, travel agencies, busi- 
ness organizations with a large 
traveling personnel, prominent busi- 
ness executives, etc. 

Like most metropolitan hotels, the 
Palmer House uses much direct mail. 
It circularizes prospective visitors 
and former guests whose interests 
bring them to Chicago regularly. 
The privilege of a monthly charge 
account has been successfully used 
to appeal to between 25 and 30 thou- 
sand travelers. 

McCann-Erickson, Inc., Chicago, 
directs the Palmer House advertis- 
ing. 


@ ADVERTISING 
CALENDARS 


. Business Advertising Cal- 
endars. 

. Cooperative Dealer Calen- 
dars 


° Agency Imprint Calendars. 
. . Postage Saving Features. 
. Special Calendars to order. 


PROPER PREPARATION 
AND SERVICE 


Give us an idea of your prefer- 
ences and we will send samples— 
no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


The 
Hotel 
mbassador 


The Ambassador of- 
fers much to those 
who give thought to 
environment as well as 
accessibility and con- 
venience. Smart shops, 


| theatres, art centers, 


business, professional 
| and financial districts, 

quickly and easily 
| reached, 


NEW YORK 


| PARK AVENUE 


AT Sist STREET 


cago. The program, entitled “Over 


ATLANTIC CITY * PALM BEACH * LOS ANGELES 
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SQUIBB BINDS 
DEALERS WITH 
TIES OF GOLD 


Profit-Sharing Plan Wins Their 
Co-operation 


New York, Ajril 3.—Retailers 
subscribing to the profit-sharing 
plan of E. R. Squibb & Sons have 
increased their purchases of Squibb 
products by nearly 30 per cent since 
this plan went into. effect the latter 
part of 1929, according to Carleton 
H. Palmer, president of the com- 
pany. 

During the 84 days that the plan 
was in operation during 1929 pur- 
chases of Squibb merchandise made 
by subscribers were 24.7 per cent 
larger than purchases made by the 
same dealers during the correspond- 
ing period in 1928. In 1930 the in- 
crease amounted to 32.6 per cent 
over 1929, with the number of 
shareholder stores almost tripling 
during the year. 

Average earnings of shareholders 
on investments in the profit-sharing 
plan have increased steadily. For 
the 84 days of 1929 the average 
earnings of shareholders amounted 
to 15.2 per cent, while in 1930 the 
net average was 28.3 per cent, with 
still further increase in the average 
this year. 

These earnings are in addition to 
the regular profits these dealers 
made on the Squibb merchandise 
sold. 


Explain Objective 


When the company organized its 
profit-sharing plan it emphasized 
the fact that the purpose was not 
to sell stock in E. R. Squibb & Sons, 
but that “The basic purpose of re- 
quiring the ownership of Distribu- 
tors Preferred shares is firmly to 
engage the interest of the retail 
druggist through a mutually bene- 
ficial investment trust and _ profit- 
sharing agreement.” 


A uniform subscription of 10 
shares per drug store was fixed as 
the minimum investment, the plan 
being described to dealers as follows: 

“The House of Squibb has de- 
signed the Squibb Plan, by which 
the way is opened to retail drug- 
gists, through a uniform, small in- 
vestment, to take part in the com- 
pany’s prosperity in all four of the 
following ways: 

“(1) As shareholders in a new 
corporation called the Squibb Plan, 
Inc., receiving regular preferred 
dividends on their investment; (2) 
by substantial participation in the 
manufacturer’s profits; (3) by be- 
coming entitled to benefits of in- 
creases in the distribution of divi- 
dends on Squibb common stock; and 
(4) by being placed in a position to 
build up a direct personal interest 
in the future value of the House of 
Squibb.” 

A Delaware corporation was 
formed under the management of 
E. R. Squibb & Sons, with stock 
divided into two classes known as 
Distributors Preferred Shares and 
Manufacturers Shares, an equal 
number of shares of each class to 
be outstanding at all times. All 
retail dealers holding a Squibb Dis- 
tributor’s Franchise were invited to 
participate. 


Details of Plan 


Distributors Preferred Shares 
were made available at $50 per 
share to all dealers who could qual- 
ify as subscribers; and Manufac- 
turers Shares were issued in con- 
sideration of a contract whereby the 
company agreed to do certain things 
which may be summarized as fol- 
lows: 

(1) To sell the Squibb Plan, 
Inc., the same number of shares 
of E. R. Squibb & Sons’ common 
stock, at $50 per share, up to but 
not exceeding 50,000 shares, as there 
are Distributors Preferred Shares 


WINS DEALERS WITH 
NEW PLAN 


Carleton H. Palmer, resource- 
ful president of E. R. Squibb & 
Sons. 


outstanding or subscribed for by the 
dealers. 

(2) To pay to the Squibb Plan, 
Inc., annually, an amount of cash 
equal to 10 per cent of the net in- 
voice value of Squibb products with 
the exception of a few items pur- 
chased directly from the company 
by the subscribers to Distributors 
Preferred Shares while they are 
recorded holders of, or subscribers 
to, said shares. 

(3) To pay to the Squibb Plan 
annually an additional amount of 
cash equal to 10 per cent of the ex- 
cess of the total of such purchases 
made during the year by the hold- 
ers of, or subscribers to, Distributed 
Preferred Shares as the same ap- 
pear of record on the last day of 
business of each year, over the 
total of such purchases by the same 
shareholders or subscribers during 
the preceding year. 

(4) As a special arrangement for 
a limited time, to furnish the hold- 
ers of Distributors Preferred 
Shares, upon the terms and under 
the conditions set forth in the con- 
tract, warrants to purchase shares 
of common stock of E. R. Squibb & 
Sons. 


Where Cash Comes From 


It is not intended that the Squibb 
Plan itself will buy or sell any mer- 
chandise. Its cash income, out of 
which subscribers are paid their 
dividends, are from two sources, in- 
cluding the dividends received from 
shares of common stock of the com- 
pany to be held in the treasury of 
the Squibb Plan; and cash received 
from E. R. Squibb & Sons in con- 
nection with direct purchases of the 
company’s products by holders of 
the preferred shares. 

After payment of expenses the 
income of the Squibb Plan is used 
to pay a preferred cumulative divi- 
dend of $3 per share on Distribu- 
tors Preferred Shares annually, 
while the remainder is divided into 
two equal parts, one being applic- 
able to the Manufacturers Shares 
held by the company, and the other 
distributed to the holders of the pre- 
ferred shares on the basis of their 
respective direct purchases of Squibb 
products. 

While the subscribers to the plan 
are actually assured of only a 6 
per cent preferred dividend, average 
earnings at present are about five 
times this figure. 

Subscribers agree to carry a suit- 
able line of Squibb products and 
favor their sale in an orderly man- 
ner, without interfering with mer- 
chandise the trade-mark of which 
the subscriber owns, or for the dis- 
tribution of which he has the ex- 
clusive agency in his vicinity; to 
give Squibb products prominent 
window displays from time to time 
and prominent counter and show- 
ease displays at all times; and other- 
wise to push the sale of Squibb’s 
merchandise. 

The plan has resulted in sub- 
scribers making a much more ex- 
tensive use of dealers’ helps than 
heretofore, which is one reason why 
they increase their sales of Squibb 


Rival Candidates 


Active at Rochester 


Ernest B. Houghton, of the Guar- 
dian Life Insurance Company, and 
Frank R. Otte, advertising manager 
of the Sibley, Lindsay & Curr Com- 
pany, candidates for the president 
of the Rochester (N. Y.) Advertising 
Club, are campaigning in anticipa- 
tion of the annual election May 7. 
Three of the following will be 
elected directors for two-year terms: 
Frank P. Amsden, George A. Ben- 
ton; Fred Dorris, Rochester Envel- 
ope Co.; A. W. Sergeant, Frederick 
C. Streb; George B. Tucker, Station 
WHEC. 

E. Stuart Bohachek and Frank H. 
Fisher are candidates for treasurer. 
Running for first vice-president are 
David W. Duffield, of the Yawman 
& Erbe Mfg. Co., and Albert T. 
Stewart, of H. C. Goodwin, Inc. 
Charles A Carruth, sale engineer, 
and Roy A. Duffus, of the James 
Johnston Agency, are running for 
second vice-president. 


Daily Changes Name 
The St. Cloud (Minn.) Times and 


Journal Press has changed its name 
to the Times-Journal. 


Barnard Resigns 


Kenneth Barnard has resigned as 
manager of the Detroit Better Busi- 
ness Bureau to enter business in 
California. 


———__—_— 


Retail Stores 
of Mail Houses 
Act As Feeders 


Washington, D. C., April 2—While 
not all retail stores operated by 
mail-order houses have been able to 
show a profit, they have been uni- 
formly successful in developing 
business for the parent organization, 
a study by the Departments of the 
Treasury and Commerce indicates. 

“Successful mail order houses,” 
said the survey, “have maintained a 
careful watch on merchandising 
methods of retailers through the 
last decade with the result that they 
are cognizant of the new ways of 
increasing sales as quickly as the 
organizations developing solely a re- 
tail business. 

“In addition, they have the facil- 
ities for quick disposition of calls in 
the retail stores by transfer to the 
parent mail order house when an 
order must go unfilled in the retail 
store. 

“This factor has more than offset 
the loss in mail order business that 
was going theretofore to the parent 
house, but which was filled from the 
displayed merchandise of the retail 
plants.” 

Only about half of the retail out- 


lets of mail order houses are actu- 
ally showing a profit, according to 
this study, which remarked that 
“when, however, it is considered they 
have furnished additional business 
for the main branches of the mail 
order house, to be handled in the 
regular manner of mail orders, the 
value of the retail stores becomes 
obvious.” 

When mail order houses estab- 
lished stores in the suburbs of large 
cities, they believed the larger per- 
centage of trade would come from 
the rural districts. As a matter of 
fact, however, the ratio in several 
instances has been 60 per cent from 
the city and only 40 per cent from 
the country. 


Birmingham Follows 
New Orleans’ Idea 


The Correct Time System has 
been formed in Birmingham to pro- 
vide advertising with the correct 
time handed out via telephone. 

The company is running small 
advertisements in the local news- 
papers explaining the service. 


Start Woman’s Paper 

The initial issue of the Brooklyn 
Home Journal will be issued from 
the General Motors building, New 
York, April 1. 

George R. Parker is head of the 
new company, with S. Irwin Wach- 
tel as secretary-treasurer. 


in 
Detroit 


WOODWARD. AVE 


STROH 
BLOG. BLOG 


WOMENS — 
EXCHANGE 


On 


Famous 
Washington 


Boulevard 


products. 


WKRESGE 


A Super High Spot 
Now Avail able 


culation. 


BRIGGS ARKO 
HOTEL THEATRE 


The vortex of the shopping, hotel 
and theatre district ... . perfectly 
visible from Grand Circus Park, 
Detroit’s new peak traffic area... 
the location dominates a seething, 
cosmopolitan local and national cir- 


Motor traffic at this location also 


terrific. . and that means much in this 
city where registrations are nearly double those 
in Philadelphia and almost equal to Chicago. 


Price . . . $500 per month on 12 month's contract 
$450 per month on 36 month's contract 


‘Phone or wire... 


a letter may be too late 


WALKER & Co. 


OUTDOOR ADVERTISING * 88 CUSTER AVENUE ®, DETROIT 
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April 4, 1931 


Entertain Governor In Agency Field 
Governor Joseph B. Ely, of Mass-| Jameson S. Slocum has become 
achusetts, was the guest of honor of | an account executive with Badger & 
the Advertising Club of Boston| Browning, Boston agency, after 
April 2. serving the Ladies’ Home Journal. 


aa Golf market 


| business is good! 


April GoLtFpom 
Shows a gain of 
| &% ower the record 

issue of 1930! 


... and now, 3 weeks before 
closing date, May promises 
a new record. 


MAY FORMS CLOSE APRIL 21 


The 
Business “ Journal of Golf 


236 N. Clark Street, - Chicago 


Eastern Representative 


ALBRO GAYLOR 
20 Vesey St., New York City 


Western Representative 


DWIGHT H. EARLY 
100 N. La Salle St., Chicago 


Pacific Coast, HALLETT COLE, 846 South Broadway, Los Angeles, Calif. 


The SANTA FE MAGAZINE 


ORIGINAL RAILWAY .... 
EMPLOYE PUBLICATION 


The Santa Fe Magazine is the 
oldest and one of the outstanding 
publications issued by a railroad 
for its employes. In it is gathered 
each month the news of the great 
body of workers on the Santa Fe 
system. 


Its makeup is most attractive, 
giving especial attention to inti- 
mate photographs of people from 
all parts of the system. It is a 
credit to the great Santa Fe rail- 
road and its workers. 


The Santa Fe Magazine has been 
printed for nearly a quarter-cen- 
tury by 


THE 


BLAKELY-OSWALD 
PRINTING €OMPANY 
732 W. VAN BUREN ST., CHICAGO 


\ 


REID, MURDOCH 
OWN MONARCH, 
COURT DECIDES 


Issues Injunction Against Mail- 
Order House 


St. Louis, Mo., April 4—Reversing 
a lower court, the Eighth Circuit of 
Appeals issued an injunction pre- 
venting the H. P. Coffee Company 
from further use of “Monarch” as a 
trade-mark for coffee. The plaintiff 
was Reid, Murdoch & Co., Chicago. 
The court held, however, that Reid, 
Murdoch & Co. are not entitled to an 
accounting. 

The evidence indicated that on 
August 13, 1878, the predecessor of 
Reid, Murdoch & Co. registered the 
Monarch mark for baking powder 
and cream of tartar. In 1883, the 
same mark was registered for 
canned goods and other preserved 
fruits. In 1886, “Monarch Mills” 
was registered for coffee and spice 
mills, and in 1922, Reid-Murdoch 
registered the Monarch mark for 
practically all of its products, in- 
cluding condiments, canned fruits, 
coffee, tea, canned meats and vege- 
tables, flour and cereals. 

While the H. P. Coffee Company 
has never registered the Monarch 
mark, its predecessors used the name 
as early as 1879. 

“The defendant’s predecessors,” 
continued the court, “sold in more 
than a dozen states, including Mis- 
souri, large quantities of coffee 
branded ‘Monarch’ as early as 1897. 

“In 1907 the defendant began to 
sell its roasted, packaged coffee, con- 
tained in paper bags, cardboard car- 
tons and tin cans, extensively by 
mail, until at the time of this suit 
it had a large business so carried 
on in many States. 

“The defendant has never adver- 
tised extensively, if at all, while the 
plaintiff has spent, and is now spend- 
ing large sums of money in adver- 
tising its well-known ‘Monarch’ 
brand of foods, drinks and condi- 
ments. 

“At least since 1907, if ever, the 
defendant has not used the word 
‘Monarch’ to show the origin of its 
coffee, but since that time, of the 
20-odd brands of coffee handled by 
it, only one was designated as its 
‘Monarch’ brand. 

“It never used the word ‘Monarch’ 
to designate any other of its goods 
or groceries, save coffee, and the 
word was used as a brand or grade 
mark, rather than as a trade mark. 
Defendant’s cans, paper packages 
and cardboard cartons used for the 
coffee sold by it, were of a different 
shape and color from those of the 
plaintiff. 

“The printing, except as to the 
word ‘Monarch,’ was also dissimilar 
in shape and color, and the word 
‘Petring’s’ appeared on all of the 
defendant’s packages. 

“As early as 1925 numerous re- 
tailers of the defendant’s packaged 
and canned ‘Monarch’ brand of cof- 
fee, advertised it in the local papers 
as ‘Monarch’ with no further identi- 
fication, for the purpose of palming 
off a cheaper product for that of the 
established brand of coffee put out 
by the plaintiff, and they succeeded 
in palming off on their customers 
this cheaper ‘Monarch’ coffee of the 
defendant for the dearer and higher 
grade product of the plaintiff. 

“This the retail dealers were en- 
abled to do by reason of the fact 
that the packages and containers of 
both plaintiff and defendant bore the 
word ‘Monarch.’ Customers were de- 
ceived because of these advertise- 
ments, which indicated that the cof- 
fee advertised was of the ‘Monarch’ 
brand which had become widely 
known as the coffee put out by the 
plaintiff. 


Has Definite Meaning 


“In the grocery trade generally, 
the word ‘Monarch’ had come to 
mean the products or goods of Reid, 
Murdoch & Company. This trade 
mark had been used by plaintiff only 


on foods of a very high quality, 
which, under this trade mark, had 
been widely advertised as such by 
the plaintiff at a large expense. 

“While buyers were misled by 
these acts of the retailers, the de- 
fendant did not directly connive with 
the retailers, except that it used 
the word ‘Monarch’ as a brand mark 
for one of its brands of coffee. A 
careful examination and comparison 
of the respective containers of the 
defendant and plaintiff would dis- 
close a dissimilarity, save for the 
the use of the word ‘Monarch’ on 
both classes of containers.” 

The court quoted from another 
famous decision, in which the ruling 
was: 

“‘The test is not whether, when 
goods are placed side by side, a dif- 
ference can be recognized in the 
labels or marks; but is, when such 
goods are not placed side by side, 
would an ordinarily prudent pur- 
chaser be liable to purchase the one, 
believing that he was purchasing 
the other?’” 

As regards the question of 
“laches,” or forfeiture of rights by 
failure to take immediate action, 
the court held that Reid, Murdoch & 
Co. protested the use of the trade- 
mark by the H. P. Coffee Company 
in 1925, when knowledge of the facts 
came to it. Again a previous decision 
was quoted: 

“The complainant is the owner 
of a trade mark for baking soda and 
baking powder consisting of this pic- 
ture of a cow and this is valuable 
property. It is entitled to be pro- 
tected in the exclusive use of this 
property. Every sale under this trade 
mark of a package of baking pow- 
der manufactured by another is an 
infringement of the complainant’s 
right and a trespass upon its 
property. 

“*While the delay of the complain- 
ant and its apparent acquiescence 
in past trespasses may make it in- 
equitable to compel the defendant 
to account for the profit it derived 
from them, they confer upon it no 
right either at law or in equity to 
continue them.’ ” 


Romer Forms Agency 


Frank Romer has withdrawn as 
a partner in the Thomsen-Ellis 
Company, Baltimore, and organized 
the Romer Advertising Service, with 
headquarters in Washington, D. 

He will serve National Biscuit Co., 
on Wheatsworth products, the Soft 
Lite Lens Co., New York, and Curtis 
Lighting, Inc., Chicago. 

Robert Frederick is art director 
and R. E. Pell copy chief, both being 
with Mr. Romer before and during 
the merger with Thomsen-Ellis. 


Take New Quarters 


The Franklin P. Aleorn Company, 
national advertising representatives, 
will move its New York offices from 
270 Madison avenue to the new Sal- 
mon Tower building at 500 Fifth 
avenue April 4. 


Heads Publicity 


Marshall Beuick has become head 
of the publicity department of the 
United States Advertising Corp., 
New York, coming from Hommann, 
Tarcher & Sheldon. 


| 


HEADS COMMITTEE 


George Harrison Phelps 
Mr. Phelps, well known Detroit 


advertising agent, has been ap- 
pointed chairman of the American 
Committee for the International 
Colonial and Overseas Exposition 
at Paris, May 1-Oct. 1. 

Others on the committee are 
Gen. John J. Pershing, Parmely 
Herrick, Whitney Warren and C. 
Bascom Slemp. 


Portland Wages 
DriveforMoney 
for Advertising 


Portland, Ore., March 26.—Co- 
incident with the appearance in the 
March 21 issue of The Saturday 
Evening Post of four full pages de- 
voted to an illustrated story of the 
recreational attractions of the Pa- 
cific Coast, the 1931 On-to-Oregon 
fund-raising campaign was begun. 

The advertising now appearing in 
The Saturday Evening Post and 
other national publications is spon- 
sored jointly by On-to-Oregon, Inc., 
Californians, Inc., All-Year Club of 
Southern California and Puget 
Sounders and British Columbians, 
Associated. It is the first co-opera- 


C.| tive effort ever attempted directly 


by this section, although the rail- 
roads have for many years adver- 
tised this part of the country as the 
“Nation’s Playground.” 

Thirty-four prominent Portland 
men are appearing as speakers be- 
fore civic organizations in an 
attempt to raise $200,000 more to 
continue this type of advertising. 
The group is headed by Worth W. 
Caldwell, vice-president of the Com- 
monwealth Trust & Title Co. J. C. 
Ainsworth, president of the United 
States National Bank, is honorary 
chairman. 

Several months ago the advertis- 
ing fund was augmented by a “Bet- 
A-Dime-on-Oregon” drive, in which 
barrels were placed on prominent 
corners in Portland to receive con- 
tributions. 


= Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORAN BOOKSHOPS, Inc. 


Graybar Building 
490 Lexington Avenue 


“everybody reads the news” 
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NEW HOME OF ST. LOUIS GLOBE-DEMOCRAT 


aS at 
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oe 


Work is being rushed on the new plant of the St. Louis daily and it hopes to cccupy 
the structure before the end of the year. The Globe-Democrat’s present quarters were 


built in 1891. 


MAGAZINES SHOW! 


GAIN FOR MARCH 


New York, April 2—March adver- 
ising in national magazines con- 
tinued to gain over February and 
January with $16,001,571. The Feb- 
ruary figure was $15,306,971 and 
that for January was $10,820,604, 
National Advertising Record reports. 
Totals for the first quarter of re- 
cent years: 


1931 $42,128,606 
1930 47,905,923 
1929 45,363,897 
1928 41,664,893 
1927 45,282,005 
1926 40,526,956 


It is interesting to note the vari- 
ance in peak months. April saw the 
largest volume of advertising in 
1930 and 1929. October was the peak 
in 1928; May in 1927; November in 
1926 and 1925. 

The majority of magazines carried 
a smaller volume of advertising in 
March, 1931, than March, 1930. 
Those which showed a relative gain 
were the Big Four Color Group, 


American Legion Monthly, Child 
Life, Parents Magazine, Photoplay, 
Screenland, Sunset, True Confes- 
sions, Delineator, True Story, Ameri- 
can Golfer, Better Homes & Gardens, 
Golf Illustrated, The American 
Weekly, Colliers’s, Judge, The New 
Yorker and Pathfinder. 

In the national farm field, adver- 
tising increased from $875,694 in 
February to $1,093,180 in March. 
State and sectional farm papers 
carried 903,097 lines in February, 
the last month for which complete 
figures are available. 

Canadian magazines and farm 
papers carried only 209,447 lines in 
January, but increased this to 275,- 
049 in February. 

The amount spent for radio broad- 
casting in February was $2,599,522, 
compared with $1,872,575 for Febru- 
ary, 1930. This was a loss, however, 
in comparison with $2,637,000 for 
January, 1931. 


Lipscomb Moves 


Raymond Lipscomb, formerly in 
charge of building material adver- 
tising for Johns-Manville, and more 
recently vice-president of the Hazard 
Advertising Corp., New York, has 
become vice-president of Harold D. 
Frazee & Co., of that city. 


STUDENTS GET 
HELPING HAND 


Corvallis, Oreg., April 2—Adver- 
tising men of the Pacific Coast made 
their seventh annual trek to the 
Oregon State College recently to 
give some pointers to the young men 
and women who are studying adver- 
tising here. The Campus Advertis- 
ing Club played host to delegations 
from Portland, Salem, Albany and 
the University of Oregon. 

Not only were active advertising 
men present in numbers, but Hal 
Hoss, Secretary of State of Oregon, 
left a legislative session to attend 
and said he found the change a great 
relief. In spite of his successful ca- 
reer in politics, Mr. Hoss retains his 
membership in several advertising 
clubs. 

“Courting Prosperity,” was the 
subject of W. C. Schuppel, manager 
of the Oregon Mutual Life Insur- 
ance Co., in the chief address of the 
day. 

Here is his recipe: First, improve 
the product in some definite man- 
ner; next, get into the buyer’s shoes, 
and survey the product from his 
angle. This usually leads to a third 
step of restyling the product to make 
it more attractive. Fourth, analyze 
the service and improve it wherever 
possible. This process often sug- 
gests a new product. It also may in- 
dicate more advertising and new 
copy points. 


College Men Help 


Robert Mount, manager of the 
Portland Better Business Bureau, 
said the general tone of advertising 
has been improved by the influx of 
college men, who carry into business 
the principles of fair play they ab- 
sorb at college. 

Ernest Ham, of the Ham-Jackson 
Advertising company, Portland, an- 
nounced on behalf of the Portland 
club that a scholarship at Oregon 
State college, amounting to $150 a 
year, had been established by sub- 
scription of club members. This is 
to be awarded to the student who in- 
dicates the greatest promise in the 
advertising field each year. 

O. F. Tate, executive secretary of 
the Oregon Retail Merchants asso- 
ciation, reported that his executive 
committee had authorized a similar 
scholarship. 

Morris Little, president of the 
Oregon State Chapter of Alpha 
Delta Sigma, presented H. T. Vance, 
head of the college department of 
advertising and selling, with a jew- 
eled pin of the fraternity, one of 19 
authorized by this national profes- 
sional group. 

Three of the advertising men of 
the state were honored by associate 
membership in Alpha Delta Sigma. 
They are Walter W. R. May, city 
advertising manager of the Portland 


Kolynos Copy Is 
Translated Into 
20 Languages 


New York, April 2—The success 
of the Kolynos Company, New 
Haven, Conn., in foreign markets, is 
due largely to the fact that it makes 
its foreign distributors feel that 
they have rendered valuable assist- 
ance in formulating merchandising 
plans, according to Allen H. Seed, 
Jr., vice-president of Jordan Adver- 
tising Abroad, which handles the 
company’s foreign advertising. 

Kolynos is marketed in 84 for- 
eign countries and advertised in all 
of them in 20 different languages 
and dialects. A thorough independent 
analysis is made in every new 
market. 

In every case, however, foreign 
distributors are asked to give their 
ideas as to the form the advertising 
should take, the selling points to 


to be used, with reasons for their 
recommendations. This provides a 
valuable check on the data secured 
independently. 

When the details of the campaign 
have been completed, portfolios are 
sent to the distributors. They de- 
scribe the campaign and reproduce 
from 40 to 50 of the advertisements 
to be published during the year. 
Salesmen use them effectively as a 
leverage in the opening of new retail 
accounts. Advertising portfolios have 
not yet become “old stuff” abroad. 

Issuing these portfolios is costly 
because they are published in a 
dozen different languages. Further- 
more, the reproductions are not ex- 
actly the same in any two instances 
except translations ef the original 
copy of some of the successful ideas 
the company has used in the United 
States. In spite of the cost, how- 
ever, the Kolynos Company has 
found this method profitable. 


Bristol-Myers Get 
Hair Preparation 


Drug, Inc., has bought Vitalis, a 
hair preparation, from Cowie 
Brothers and assigned it to the 
Bristol-Myers Company, New York, 

a subsidiary. Additional advertising 
canpaet will be applied. 

Harold B. Thomas, who has been 
in charge of Vitalis sales and adver- 
tising, will be associated with the 
Bristol-Myers sales department. 

Bristol-Myers now direct 
manufacture and sale of six na- 
tionally advertised specialties. 


Erwin & Wasey Lose 
European Supervisor 


Joseph Byrne, who was supervisor 
of operations in various parts of Eu- 
rope for Erwin, Wasey & Co., from 
1919 to 1930, died suddenly in France 
recently. 

Mr. Byrne made his headquarters 
in Berlin for many years. More re- 
cently, he lived in London, his native 


Oregonian; Mr. Mount and Mr. Tate. 


home. 


NOW READY FOR DISTRIBUTION 


be emphasized and even the mediums | |, 


the |- 


Advertising Agencies Say: 


“We have always found this 
book of considerable value. It is a 
distinct improvement in the new 
form.” 


“We shall make excellent use of 
this publication as we have in 
previous years. 


“For several years we have been 
eeping a complete file of these 
books, and we refer to them fre- 
quently during the course of the 
year. 


“IF you did nothing more than 
collect, as you do, the important 
statistics compiled by the various 
business papers and by the Gov- 
ernment, the time saved us in 
making industry studies would be 
tremendous.” 


“This is one of the handiest vol- 
umes in our office and it is used by 
practically every member of our 
organization. 


“The 1930 edition was passed 
immediately to our research de- 
partment. We find it informative 
and useful.” 


“We use the Market Data Book 
almost daily as we are constantly 
in need of information such as you 
furnish on markets and 
publications.” 


“We find the Market Data Book 
unusually handy and valuable for 
agency work, because it is totally 
unlike any other book on 
marketing.” 


“A\ll of us in this agency find the 
Market Data Book extremely 
valuable.” 


“It is a definite and valuable 
contribution to the problem of 
marketing.” 


“The tables, graphs and distri- 
bution data preceding each classi- 
fication of a ogg is invalu- 
able, especially in preparing 
prospective ws Bd 


“It is the most practicable and 
useful reference book of its kind 
we have ever seen. Your method 


of indexing publications makes it 
a genuine time-saver. 


The Market Data Book 


business fields. 


channels. 


source book. 


circulations and rates. 


tising agencies. 


MARKET DATA for AGENCIES 


instantly available, easy to find 


meets in an intensely practical 


way the everyday needs of the advertising agency and 
advertising department for information on a hundred major 
Here in concise, easy-to-find form are data 
on the size of markets, the number of units in every business, 
the buying habits of trades and industries, and the trends 
that affect the sale of goods to industry and through trade 


The Market Data Book is the ideal quick reference 
It is compiled from more than a thousand 
sources, checked with government and other official figures. 


Here, in a single volume, are the results of innumerable 
independent market surveys, government census findings, and 
business facts obtained from authentic research organizations. 


Also, The Market Data Book contains a complete directory 
of business publications of the United States and Canada, 
carefully classified and indexed, giving all mechanical data, 


The Market Data Book, in its 1931 issue, the tenth 


edition, is the one indispensable reference book for adver- 


Use the coupon below to obtain your copy— 


CLASS & INDUSTRIAL MARKETING, 
537 South Dearborn Street, Chicago. 


Please enter my subscription to Class & Industrial Marketing for one 
year, for which | will pay $2.00 on receipt of your bill, and send me 
without charge the new 1931 edition of The Market Data Book. 
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LAGS 


13% of all foods 


—New Era in Food Distribution. 


Becomes Tabloid 
Effective with the April issue, the 
Buckeye Motorist, Urbana, O. wiil 
be issued in tabloid size. 


Ewing Promoted 

James J. Ewing, secretary-treas- 
urer of the New Orleans States, has 
been given the additional title of 
associate publisher. 

He has been associated with his 
father, Col. Robert Ewing, for 15 
years. 


Sales Manager Hurt 


Harold Boeschenstein, vice-presi- 
dent and sales manager of the 
Owens-Illinois Glass Co., Toledo, 
was severely injured in an automo- 
bile accident March 28. 


Takes Over Agency 
prentey Arthur, Sr., is now oper- 
ating e Arthur Advertising 
Agency, New Orleans. His son was 
ay killed in an automobile acci- 
ent. 


Paper Man Dead 
C. Howard Smith, pioneer paper 
man of Canada, died in Montreal 
last week. He retired as president 
of the Howard Smith Paper Mills 
early this year. 


* HANJON - 


Electrical Transcription Service 


SUSTAINING PROGRAMS... 
available to advertisers and advertising agencies 
distinctive ~ for spot 

Y- 


series now rea 


SPONSORED PROGRAMS... 


. » For lease to radio stations and 
who require 
broadcasting. Several complete 


. . Built to order for National or 


Territorial advertisers. Our service is complete from the creation 
— original idea and includes the preparing, recording and 


ution. 


STATION REPRESENTATION ... . Of interest to radio stations 
and advertisers alike. We arrange the booking of station time 
for advertisers or agencies and represent radio stations in our 


offices. 


Full commission to advertising agencies. 


THE HANJON COMPANY, Inc. 
755 Seventh Ave., New York City, N. Y. 


Phone Circle 7-3833 


Subscribe Now! 


| Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


$1 a Year---52 Issues 
Use the Coupon 


significant developments in all 
branches of advertising. 


posted on the 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order). 


Name 


Company ..... 
Street No. ..... 
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MACFADDEN BUYS 
‘LIBERTY’, SELLS 
‘DETROIT DAILY’ 


Owners Return to Their Origi- 
nal Fields 


(Continued from Page 1) 


moved to New York. It was fol- 
lowed by True Story in 1920. 


Distribution War 


Possibly in anticipation of estab- 
lishing True Story, which has al- 
ways had a heavy newsstand sale, 
Mr. Macfadden joined with other 
publishers about 1916 in waging a 
fight on the American News Com- 
pany, then the dominant organiza- 
tion in the magazine distributing 
field. It was alleged that the com- 
pany had adopted a czar-like atti- 
tude, dictating to magazine pub- 
lishers the terms under, which their 
periodicals would be handled. 

Mr. Macfadden and others gave 
their support and encouragement to 
independent wholesalers, with the 
result that the latter became an im- 
portant factor in the field. The Mac- 
fadden organization has helped de- 
velop new distributing methods by 
close co-operation with wholesalers. 
Regular annual conventions of 
wholesalers are held under the Mac- 
fadden auspices at which various 
phases of the work are put under 
the microscope. 

The Macfadden organization also 
maintains a close scrutiny of retail 
methods. A corps of men travel the 
country checking up on the display 
accorded Macfadden magazines on 
the stands and the sales methods 
employed by the owners. Correc- 
tive methods are instituted through 
the proper wholesaler when neces- 
sary. 


History of Magazines 


The development of the Macfad- 
den magazines was recently de- 
scribed as follows: 

“The first issue of True Story was 
a sell-out. Its success dazed the 
publishing world, which had always 


contended that big names were 
what the public wanted. 

“In a few years Macfadden 
brought out a sister publication 
which he called True Romances. 
True Story became, to all intents 
and purposes, a twice-monthly pub- 
lication. 

“A little later he published Dream 
World, which was almost a copy of 
its predecessors, with certain indi- 
vidual modifications. Finally, in 
1924, he brought out True Experi- 
ences. Thus True Story is now prac- 
tically a weekly magazine, although 
it changes its name four times a 
month, 

“Macfadden reads every story 
that goes into those four magazines; 
he writes editorials for them as well 
as for Physical Culture and his 
other papers. 

“To offset the charge that the 
stories in True Story were not true, 
Macfadden subsequently introduced 
the ruling that all stories must be 
supported by an affidavit of the 
contributor that the incidents really 
occurred, either in his own experi- 
ence or that of someone else. He 
also confounded his critics by estab- 
lishing a ministerial advisory board. 
whose O. K. is necessary before any 
story is run.” 

True Story illustrations consist 
of photographs exclusively, elabor- 
ate studios being maintained for 
this purpose. 


Victim of Misfortune 


Liberty, established in 1924, was 
off to an unfortunate start. A new 
rotogravure process, widely her- 
alded, was to be used, special presses 
being constructed for it. The me- 
chanical process also determined the 
size of the page—about 640 lines. 

The new plan, however, proved a 
failure and Liberty was forced to 
adopt process printing. The un- 
usual page size was maintained un- 
til 1929, however, when the present 
420-line page was adopted. 

The promotion work on Liberty 
was regarded as a masterpiece, a 
$50,000 contest being used to select 
the name and to interest the entire 
country in the new magazine. 


The unusual make-up of the paper 
attracted much comment in recent 
years. Color for fractional page 
copy and spreading a full page ad- 
vertisement over the lower half of 
two pages were some of its innova- 
tions. 

Joseph O’Shaughnessy, for many 


years executive secretary of the 


FIRST AIRCRAFT COPY DIRECTED AT 
FARMERS 


F.O.F. Marysville 


1250 | mS 


Specifications 
High speed at sea level, 
98 M.P.H. Cruising speed 
(1,650r. p. m.)76 M.P.H. 
Landingspeed, 32 M.P.H. 
Climb 800 ft. first minute 

—service ceiling 
14,000 ft. 


oe 
: — 


“Flying Bull Pup” 


$5 $$ 


wii a ae at 


+ 


* 


—oun 


The “Flying Bull Pup” is Buhl’s answer to the universal need for 
a light individual plane. This sturdy, stable, easy-to-fly plane is 
perfectly adapted to large farm utility use. It may be stored in a 
tool shed or barn. The wings are quickly detachable for storage 


or towing—gas consumption 2.6 gals. per hour. 


This “Flying Bull Pup” is a monoplane with duralumin mono- 
coque fuselage, powered with a 45 h.p. Szekely 3 cylinder radial 
engine. Fuselage is standard with a choice of interchangeable 
wings offering whatever feature of performance the individual pilot 
desires. Safety features such as slow landing, wings with non-stall- 
ing and non-spinning qualities, make the “Flying Bull Pup” safe 
for anyone to fly. A safe, high performance ship at only $1,250.00 
with one of the greatest reputations in aircraft building behind it. 


for Particulars Write Box 878 


BUHL Aircraft Company miciican 


The Buhl Aircraft Company launched an agricultural cam- 


|| paign this week. 


Gives Advertisers 


Extra Circulation 
Philadelphia, Pa., April 2— 
An enterprising negro with a 
stand on the stone coping of 
the Federal building has built 
up a thriving business in the 
sale of second-hand magazines 
at five cents each. 

He picks them up where he 
can, enabling the thrifty to 
buy the Cosmopolitan, The 
New Yorker and other popu- 
lar magazines far below the 
usual prices. 


American Association of Advertis- 
ing Agencies, joined Liberty about 
18 months ago, the title of business 
manager being created for him. 
No immediate change in the Lib- 
erty personnel is contemplated, ac- 
cording to a Macfadden executive, 
The Liberty business office will be 
moved at once to Macfadden busi- 


ness headquarters in the Graybar — 
building, while the editorial depart- | 
ment will move to Macfadden edi- | 


torial offices at 1926 Broadway. 


Painter Returns to 


Power Plant Paper 
After 11 years with Erwin, Wasey 
& Co., and the McJunkin Advertis- 
ing Company, Walter Painter has 
returned to Power Plant Engineer- 
ing, Chicago, as advertising service 
manager. } 
Mr. Painter was formerly associ- 
ate editor of this publication. 


Magazine Adopts 
Combination Rate 
American Home Magazine Pub- 
lishers, Inc., Chicago, is now offering 
a combination rate for the group. 
Horace R. Denton, who spent six 
years with Liberty, has become an 
advertising representative with this 
organization. 


Lee Is Director 
Ivy Lee, famous publicity man, is 
a member of the board of directors 
of _ new Waldorf Astoria, New 
York. 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—41 all told. 


> For Dependable rT 
>Photostat Service 4 


; r.a. RUSSO whe. 4 


230 PARK AVENUE 
> 60 E. 42nd St. 250 W. 57th St. 
VAnderbilt 3—9975-6-7 


4 tn 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employ- 
ment agency law, our methods are unlike any 

other agency. 
PRAGUE, & oor SERVICE 
ge’ 


Gurney Chrysler. Prop. 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


ARE YOU 


Overlooking This? 


/ i America’s Most 


Active Churches 
Send for Data 
Church Management 
Auditorium Bldg. 


Cleveland, Ohio 


tye ga eS Se et Oe, i) ect! keels Wk wane Be pore REG Rei J. 5 bee a aE CRM ail gw cg a, Me MLL dey ae lg. re Oe or Ton et Tbe Re Ne ne ey amo Di de ae MU YS Wee, bce eet Sec OS aR lee A ie tie TTL ee ET 
11g IP al ee Oates os aan 
See ae ee ee. ee. cos Se otitis gl Ne he ef ee en Bp a: Pe as Saat OE Slik by aes RE 
ba a eT Ta PE a,o~«©,,:,£7J//77727,..,,,,,,_— Apt 
WHERE ADVERTISING | | = 
eee m7 | 
oo el 
Percentage of fresh Percentage of fresh 
fruits and vegetables fruits and vegetable 
| im the national food ads in leading con- 
ee eam b 
| —— | 
: a : ae 
a _ ee 
ee 
eel Le 
a 
ee 
| — 
| | 
| & 
| a 
| 
— 
} q 
' 
| 
, iy 
| | 
| | | 
| | Lig 
) Cor 
| the 
the 
——— mu 
| eel of 
ee Pp | an} 
rr eee ee ee ee tur 
inv 
: con 
- fac 
pro 
po | 
a ee fac 
se int EEE sur 
ee : “i ex} 
7 ' thi 
ae ess 
siameaa a len 
oe ne ' has 
ey J 
top 
re SE fe 
tg Meet yt? oe shc 
ee ez, ela 
<< eee rut 
- " . is of 
aol << cla 
ll —_— moore ha sal 
wil er - ee = 
nal = WS. J 
-_ . 16, eee ad 
> tly Mag * ty a 
é oe oe C. Fee ll ela 
no Pg eters < : PR of ge the 
Detroit News Photo av: 
; bo 
inc 
1 
po 
eel pe RRA ASCE er: 
ee a ere cit 
me 
In 
m 
an 
& 
| a a 2 @.@ @: 2 Gee co 
a ev 
pt 18 
en |) C 
- ee Gs es 
St Mee phe s ¢ 68 db 4h K's Bp ole 0 oe: 00 8 i ain er 
~~ = - pc 
Fe th 
a 


am ||| 
a 


aAaae 


ee 


April 4, 1931 


ADVERTISING AGE 


—_—— 


— = — 


NEW “WATERWEAR” IN ITS 
NATIVE HABITAT 


. 
ie 
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MUNSINGWEAR 
DEVELOPS NEW 
BATHING SUIT 


“Waterwear” Gampaign Begins 
in May 


Dealers of the Munsingwear 
Corporation, Chicago, are expressing 
their satisfaction with the news that 
the company will spend twice as 
much in advertising the new line 
of Munsingwear Waterwear as has 
any other swimming suit manufac- 
turer in the introductory year. The 
investment is said to be based on 
confidence in the product and the 
fact that there is no distribution 
problem to be faced. 

That Munsingwear has not manu- 
factured swim suits has occasioned 
surprise for years. The company’s 
explanation has been that it would 
not enter the field until it had some- 
thing above competition. The new 
product which has been in the proc- 
ess of design the past four years, 
lends credence to the story, for it 
has three exclusive features. 

All three are present in the Sun- 
top model for women. They consist 
of an elastic bodice top which 
permits the straps to be worn off the 
shoulders, an elastic skirt hem and 
elastic bands on the legs. While 
rubber enters into the composition 
of the elastic material, the company 
claims that it cannot be injured by 
salt water or sunshine. 


Patented Features 


Patents have been issued on the 
elastic skirt hem and are pending on 
the bodice top. Women’s suits are 
available either with or without the 
bodice top, but the elastic hems are 
incorporated in all models for men, 
women and children. 

The company has continued its 
policy of appointing exclusive deal- 
ers in each town, or, in the case of 
cities, each community. In some 
cases the franchise is split between 
men’s and women’s clothing stores. 
In the Chicago loop, for example, the 
men’s line is handled by The Hub 
and the women’s by Chas. ‘A. Stevens 
& Bros. 

This policy has helped to give the 
company strong representation in 
every town in the country. Another 
factor is consistent advertising since 
1896, which made “Let Munsingwear 
Cover You with Satisfaction” one of 
the best known pioneer slogans. 

The interest of Munsingwear deal- 
ers is augmented because of the op- 
portunity to create new business in 
the sporting goods line without com- 


petition from other dealers in this 
field. 


Use Co-operative Copy 


This is probably one of the prin- 
cipal reasons why the company will 
be in the newspapers only with co- 
operative advertising, as key dealers, 
after looking over the copy pre- 
pared, have indicated their willing- 
ness to join in putting on local cam- 
paigns. 

The newspaper copy is evenly 
divided between reason why and 
humorous themes. 

One weekly and four monthly gen- 
eral magazines and one motion pic- 
ture fan magazine will carry Mun- 
singwear Waterwear copy in May, 
June and July issues. The advertise- 
ments will be full pages, half in 
color and half in black and white. 

“Munsingwear Waterwear Cannot 
Lose Its Shape” will be a preferred 
headline, and the text will amplify 
the statement with a description and 
illustrations of the exclusive fea- 
tures. 

Bertram Dorien Basabe made 
photographs of the new line and 
Aubrey & Moore, Inc., Chicago, who 
have the account, will use pen and 
ink drawings based on the photos. 


Syracuse Agency 


Adds Five Accounts 

Kaletzki, Flack & Howard, Inc., 

Syracuse, Y., have been ap- 
pointed by the following: 

G. C. Hanford Manufacturing 
Company, Syracuse, makers of Han- 
ford’s Balsam of Myrrh; Joseph J. 
Petrafesa Company, Syracuse, 
manufacturers of Learbury Clothes; 
Fay-Bow Boats, Inc., Geneva, N. Y., 
boat builders; MemoRol Division of 
John Marsellus Casket Company, 
Syracuse, manufacturers of a bronze 
mortuary record holder, and the 
Central Adirondacks Association, 
Old Forge, N. Y. 


Needham Suggests 
Art Directors Club 


Formation of an art directors’ club 
in Chicago was urged by Maurice H. 
Needham, president of Needham, 
Louis & Brorby, Chicago, in address- 
ing the Society of Typographic Arts 
March 24, 

Mr. Needham also suggested that 
an award for the best book design 
be established. 


Scholl to Broadcast 
The Scholl Mfg. Co., Chicago, foot 
comfort devices, will begin a weekly 
radio broadcast April 14, Dr. Scholl’s 
Foot Comfort Revelers being the fea- 
ture. 


Agency Incorporates 
Fred L. Tomaschke and Wallace 
Elliott have incorporated the for- 
mer F. L. Tomaschke Advertising 
Agency, Oakland, Cal., as Tom- 
aschke-Elliott, Inc. 


Four Join “Mirror” 
Jack Cunningham, John D. Ling, 
L. David Blank and Myron Elges 
have joined the national advertising 


Coming 
Conventions 


April 21-23. Annual convention of 
American Newspaper Publishers As- 
sociation in New York. 


April 23—Annual dinner Bureau 
of Advertising, A. N. P. A. 


April 27-29—Semi-annual meeting 
of Association of National Adver- 
tisers in Detroit. 


April 30-May 1. Annual conven- 
tion of American Association of Ad- 
vertising Agencies in Washington, 
D. C. 


April 30-May 2. Regional insur- 
ance advertising conference in New 
Orleans. 


May 4-7. American Drug Manu- 
facturers Association at Virginia 
Beach, Va. 
May 11-13—Spring meeting of As- 
ciated Business Papers, Inc., at Hot 
Springs, Va. 

May 15-16—-Advertising Affiliation 
at Hamilton, Ont. 


May 27-29—Annual convention of 
National Foreign Trade Council in 


New York. 


June 14-16. Public Utilities Ad- 
vertising Assn. in New York. 


June 14-18—Annual convention 
Advertising Federation of America 
in New York. 


June 15-17. Annual convention 
National Industrial Advertisers As- 
sociation in New York. 


June 21-25—Annual convention 
Pacific Advertising Clubs Associa- 
tion at Long Beach, Cal. 


June 29-July 1—Annual meeting 
Southern Newspaper Publishers’ As- 
sociation at Asheville, N. Car. 

Sept. 1-4. Associated Sign Con- 
tractors of North America at 
Memphis. 

Sept. 14-18—Financial Advertis- 
ers’ Association in Boston. 

Oct. 4-7—Insurance Advertising 
Conference at Toronto. 

Oct. 7-9—Direct Mail Advertis- 
ing-Association at Buffalo. 

Oct. 22-283—Audit Bureau of Cir- 
culations in Chicago. 


“Commerce” to Be Monthly 


Commerce, a magazine for execu- 
tives, published by the Chicago Asso- 
ciation of Commerce, will appear as 
a monthly effective with the August 
issue. The last weekly edition will 
be that of June 27. 


Classified | 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart-' 
ment, the minimum charge being $2. 


SITUATION WANTED 


PART TIME ADVERTISING MAN 
AVAILABLE ' 

An advertising, copy and service! 
man is in position to service one or 
two accounts who do not feel the 
need of a full-time advertising man- 
ager. Highly recommended for un-. 
usual productive ideas. Let’s talk it 
over. Box 94, ADVERTISING AGB, Chi-: 
cago. ’ 


Rosenthal to Address 
Advertising Managers 


Samuel H. Rosenthal, vice-presi-, 
dent of the Norristown (Pa.) egis-, 
ter, will be the chief speaker at the| 
spring meeting of the Interstate’ 
Advertising Managers Association, 
at Vineland, N. J., April 11. 

Mr. Rosenthal will discuss “Build 
ing Newspapers.” 
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Coverage, directed appeal, reader inter- 
est—as shown by these figures—all prove 
HOSPITAL MANAGEMENT the best, 
most economical and most effective 
medium to use in the hospital field. 
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HOSPITAL MANAGEMENT 


The only hospital publication member both A. B. C. and A. B. P. 


537 South Dearborn Street 
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HUMAN 
in Copy and Illustration! 
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"There is nothing that one man sells and another man 
buys that does not have its angle of human appeal. 

It must meet a human need, satisfy a human desire or 
gratify a human whim. 

A musical comedy gratifies the very human wish for 
color and sound; a drama appeals to human sentiment; a 
story to human understanding, and a sermon to human 
conviction. 

The successful advertisement approaches the reader 
along the same lines. 

There is no business organization that does not have in 
it and of it an individuality—whether of one man or a 
composite of the individualities of many men. 

The greater this individuality the greater the success of 
the business organization. Advertising is the expression 
of this individuality—of this human appeal. 

You cannot submerge or suppress individuality. Adver- 
tising, to be good, must extend the individuality of the 
concern to its prospective customers. 

It is just as much a part of the policy and the operation 
of the concern as is its product. 


* * * 


Good advertising is virtually a product of the house it 
advertises. It serves the customers of that house. 

Good advertising is good nature. Good nature is the 
greatest human appeal on earth. Not “jollying,’”’ not 
lightness of verbiage, but the good nature of sincerity, 
of friendliness. 

That sort of advertising makes people glad to read it. 
If a man can write that kind of copy, people are always 
going to stop at the page holding his advertisement, and 
stop with pleasant anticipation. You can read an adver- 
tisement like the United States Lines or listen to a radio 
program such as Guy Lombardo and his Rob’t Burns 
Panatela Orchestra and come pretty near telling what 
kind of treatment the advertiser will give you. His in- 
dividuality cannot be kept out of his advertising—if it is 
his advertising. 

Advertising is the advance agent of satisfaction. It is 
the good faith of the house and must be as trustworthy 
and as confidence-begetting as the guarantee that goes 
with the goods. Some people buy things because they 
need them, some buy things because they are curious to 
know about them, some buy things because somebody 


else buys them—but all buy things because they want 


them. ° 

Good advertising creates the want, good merchandising 
meets it. 

Successful advertising is interwoven with successful 
merchandising, and vice versa. The successful house, 
large or small, is the one that makes a human appeal, day 
in and day out, to its possible and its present customers. 

You can hear two men make the same speech, and you 
will believe the one and disbelieve the other. Oratorically 
they may be equal, their gestures may be similar, they 
may receive the same amount of applause, but one man 


APPEAL 


will be sincere and you will know it. The other man’s 
heart will not be in his speech, and you will know that. 
How? You find it hard to tell. 

The advertiser who believes in himself and in his goods 
inspires other people to share his belief. 

The man who writes his copy approaches him as do his 
potential customers. It is for him to acquire the adver- 
tiser’s enthusiastic belief. 

If he does that he cannot fail to show it in the copy. 
This kind of belief projects itself in simple, strong, 
earnest copy which commands the confidence of the 
reader and convinces him. 

That is human appeal—contagious belief. 

Human nature is the same in all phases of life. There 
has to be—there is—a human side to every advertising 
problem. Nine times out of ten it is the individuality of 
the organization whose product is to be advertised. 

Put that individuality, that sincere, earnest belief, into 
it, and there is a natural and willing response. 

A good advertisement follows the line of human appeal, 
which is by way of the heart and mind. 


* * * 


Illustration visualizes this human appeal. 

Illustration is a short cut to the heart of the copy—a 
short cut that doubles the sales value of the advertise- 
ment. It kindles images in the heart and mind. When 
blessed with individuality, it lingers in the mind’s eye, a 
constant reminder of the goods advertised. Like a living 
sign post, it points its finger toward sales, saying with the 
copy—“Buy!” 

We believe that both in copy and illustration we have 
instilled this moving element of human appeal. Not in 
one type of advertisement, but in many types, as you 
can see from our work on such varied accounts as United 
States Lines, Robert Burns Cigars, Wm. Penn Cigars, 
White Owl Cigars, Stetson Shoes, Lipton Tea, Linn 
Tractors, Pennsylvania Tires, Silz Packing Company, 
Wilson & Co., The Herman Nelson Corporation, Mead 
Cycle Co., Geo. D. Roper Gas Range Co., Cochran & 
McCluer, Kitchen Maid Kitchen Cabinets, Wheary 
Trunk Co., Nestor Johnson Skates, Maple Flooring Mfg. 
Ass’n and Monon Route, C. I & L. Ry. As you can see, 
too, from this, our own advertisement. 

To the advertiser who is attracted by what we have 
said here, we invite an opportunity to talk further on the 
subject. We believe that the results will be mutually 
profitable. 

* * * 


Send for “The Advertising Agency, Its Forces, Its 
Duties, Privileges, Opportunities and Its Service.” 
It will be mailed free to any interested advertiser. 


H. RANKIN COMPANY 


Established 1899 


342 Madison Avenue, New York City - Tribune Tower, Chicago, Ill. 
San Francisco » Los Angeles * Toronto, Canada + London, England 


WM. 


*These magazine advertisements represent the work of the Wm. H. Rankin Company, Chicago—New York 
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